a oe - CLUBS’ SESSION AT AA CONFERENCE: 
Registered at G.P.O. a8 & newspaper POSTER CHARGES GOING UP 


Advertiser's 
Weekly 


THE JOURNAL OF BRITISH ADVERTISING AND MARKETING 


yP wi 


"2000 guineas tells the world @ 
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About this splendid brand!" 

The client looked as pleased as Punch 
And shook the agent’s hand. 

The agent, struck by this, exclaimed, 
"I think I understand! 


Your product shown as you would wish 
Is destined to be seen 

In Wiltshire, Wick and Woburn Square 
—And places in between. 

By every age, and either sex 
In a CERTAIN MAGAZINE!" # 


with 12 half pages in™ 
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JOHN L. VERRINDER, ADVERTISEMENT MANAGER, *PUNCH’ 10, BOUVERIE STREET, E.C.4. FLE 9161 
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ot acter whom research-minded ad- y, q 
sP , vertisers have discovered to pack Expor ters may Ou Ca 
,oven ine: a —_ a ay aoel by tea \ 
most nd, even if he ts used too 
ou often, is that an indictment of wake up u hen On 
ao y magic as a means of entertain- on3 HA Wy 
whom ment? He would be the first to it 8s too late P. £ 
admit that there are several other Or a 
est? entertaining magicians in this Sirn,-Your recent articles on “two 
suge country, whose styles would be trade possibilities in South Tk 
admirably suitable to TV. America prompt me to say that, 
Teletaster is obviously expres- as publisher of an engineering 
sing nothing more than a per- journal circulating in the Latin- 
sonal dislike for magic. The IBM American countries, | am ap- 
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TV commercials 


| 


To The Editor... 


has 8,000 members from Alaska 
to Tasmania, all of whom find 
willing audiences. And many 
other performers are non-mem- 


palled by the lack of interest in 

this vitally important market. 
There are over 20 countries in 

South America whose 
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to take a long-term view, or they 
will assuredly wake up to the 


d is bi te = : — imports fact, when 73 is too late, that their 

l 8 Ts. ey come from all walks between them from the rest of ¢Xport markets have been irre- 

an magic an of life . . . Royalty, nobility, pro- the world amount to over £2,500 trievably lost—at a time when the 

Sirn.—Teletaster Wanuary 6) is fessions, trades, housewives and million per annum! Weare only home-demand bubble has burs! 
less than fair to the art of magic others. Their audiences must be upon them. 


securing a minute percentage of 


when he says, “It is surprising °4ually widespread. If only Tele- R. A. Smrrmn, 

that, while commercial television p sony knew what fun he is mis- THIS WEEK - ‘eects Cuenieh Director, 
lready three months old, the . ! es mit ublishin 

piemadoeal mesisien can still be And, of course, when the cus- Survey of Retail Ootlets, Part I— = =-Co. Ltd., . 

seen plugging a product. We ‘omer is enjoying himself his re- page 26. London. W.C.2. 

might have hoped that at this sistance is at its lowest. Or hadn't NEXT WEEK 

stage the parlour trick approach Teletaster thought of that? Teletaster criticises latest TV 

would have worn itself out.’ ROBERT JOHNSON. commercials. 


Why? 
nique worn itself out? 
jingle? Or the playlet? 

Magic as we know it — self- 
confessed trickery—goes back in 
the records to around 2700 B.c., 
when Dedi fooled King Cheops. 
So it is hardly likely to die after 
three months on commercial TV. 


Has the cartoon tech- 
Or the 


Publicity officer. 
International Brotherhood 
of Magicians. 


They shock—but 
do they work? 


this vast trade despite the fact 
that we are heavy buyers of 
meats, sugars, cereals, etc. 
Examination of publications 
circulating in Latin-America from 
Germany and Italy, for instance, 
shows enthusiastic and extensive 


Small type— 
big impact 
Sir,—If the Acousticon hear- 
ing-aid advertisement, described 
by Copytaster (December 30) as 


“prestige advertising at its best” 
were that and no more, we would 


advertising, but the few British pot expect it, any 

2 bie: : more 

; Teletaster continues: . When publications produced in the lan- 7 y © Mc o~ 
magic is employed, there is Sir,—According to your Com- guage of the countries does, produce ediate 
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always a feeling that something 
is phoney. When you then 
try to put over a sincere selling 
message, the audience cannot 
really be blamed if they fail to 
take it seriously.” 

Are they, then, expected to 
take seriously the fantastic char- 
acters depicted in some cartoons? 
The impossible claims made in 
some jingles? Or the incredible 
situations shown in some play- 
lets? If not, does that undermine 
their confidence in the products? 

In any case, can there be any- 
thing quite so sincere as a man 
who says, in effect, “I admit can- 
didly that I am now going to 
show you a few tricks, but it is 
all in fun"? 

By now, even Teletaster is be- 
ginning to see how feeble his 
argument really is, so he tails off 
lamely: “There is another reason 
why most people would probably 
have found the BP commercial 
boring. There have been days 
when Mr. Nixon has appeared 
three or four times. He is un- 
doubtedly a character who can 
get very irritating if presented in 
large doses.” 

He is also, apparently, a char- 


ment, “Road Sense” (December 
30), publicity is playing its part in 
helping to lessen the annual total 
of road accidents. While this 
may well be the case, may I sug- 
gest that a more important ques- 
tion is whether, with the help of 
a nationally planned campaign. 
the casualty rate could be even 
more effectively reduced 

I should also like to endorse 
your further statement that there 
is a danger in thinking in terms 
of shock posters only. 

While there is at any rate some 
likelihood that shock posters are 
more easily remembered than 
other road safety posters, there 
is (as Mass-Observation’s recent 
bulletin on the subject suggests) 
very little indication that the 
impact of horror pictures leads to 
better behaviour on the roads. 

But there does seem to be a 
genuine danger that any value 
the shock poster possesses may 
be obscured by concentration on 
its news value. 

M. B. TARRANT, 


Director, 
Mass-Observation Ltd., 
London, W.8. 


Spanish 
and Portuguese—find it increas- 
ingly difficult to cover their costs 
owing to lack of support. 

There is no sympathy for them 
despite the trouble taken and cost 
of technical translations, and the 
additional cost of printing in the 
language of the customer. 

This country’s apparent pros- 
perity at the moment is a bubble 
of “taking in one’s own washing” 
to such a great extent that it must 
burst one day, since we are an 
importing nation whose prosperity 
and ability to pay for such im- 
ports has always been governed 
by exporting the skill of its work- 
people. 

At present, too much of this 
skill is being used for home con- 
sumption and development, and 
the Government simply have no 
clue as to how to stimulate en- 
gineering firms in particular to 
export. 

A tax reduction on export 
profits might achieve the desired 
effect, but this would be regarded 
as an export subsidy. 

The remedy, in my view, can 
only lie with directors of export- 
ing firms who must be educated 


results. 


But it is more than that; and 
there is nothing either slow or 
mysterious about its result. 

It is from the two lines of type 
at the foot of the advertisement, 
small type in the original and too 
small to be read in your repro- 
duction, that specific results were 
hoped for and have been imme- 
diately forthcoming. 

This minuscule message. invit- 
ing applications for appointment 
as the makers’ authorised distri- 
butive agents. could only be of 
interest to a qualified few. 

Yet the response to this 
specialised postscript has already 
made the advertisement well 
worth while for this immediate 
purpose, and confirms Copy- 
taster’s guess that in the long run, 
too, it will prove to be very well 
worth while. 

There is, of course, as he pre- 
sumes, “a more urgent, more 
hard hitting” Acousticon cam- 
paign appearing elsewhere. 

W. E. Davies, 
Director. 
John Haddon & Co., Ltd.. 


London, E.C.4. 


Lewis KNIGHT & COMPANY 8 CHINGFORD MOUNT ROAD, LONDON, E.4 + LARkswood 2241 /2 
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If your future is: concerned with 
the women’s mass market 
your future is inevitably concerned with 
WOMAN’S OWN — 
i every issue o* which is read 
| by more than a quarter of 


all the women in Britain. 


womans onn 
2,515,457 f 


AUDITED NET SALE (JAN-JUNE 1955) 
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STUART MANOER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD. TOWER HOUSE, SOUTHAMPTON ST., W.C.a 
TEMPLE BAR 436; (40 tines) 
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Was. this 
the most powerful 
Advertisement on 


» Sunday, Jan. - 2 


WINTER ite 


\ AEPAROMA 71C 


dietiitlin deathdensieteaSnan eotiateiineiainiiaiian 
greater benefits this Winter. National Benzole Mixture always was famous for Start- 
ability—and the new High Aromatic National Benzole Mixture is even better. Frosty 
mornings and draughty garages hold no terrors for the car with National Benzole 
Mixture in its tank. The extra volatility given by the Aromatics mean instant start- 

ing and quicker warming to work. Change to High Aromatic National Benzole 
Mixture in the New Year—and enjoy sweeter running and more miles 


TATION BENZOLE MIXTURE 


THE MOST MODERN OF ALL MOTOR SPIRITS 


The National Benzole Company Limited. Wellington House, Buckingham Gate, London, SW! (The distributing organisation by the producers of Bricah Benrete) 


We believe it was! For it enjoyed the largest space available to advertisers in " The People "— 
commanding the attention of ever 14,000,000 readers, equally spread over the whole of the | 
British Isles. 

National advertisers have been quick to appreciate that this recently introduced half-page _ 
position in “The People” can provide a dominan! spearhead for any campaign directed at the 
mass market. Only a few of these half-pages are available. The 11” sare aman ae 
are also being booked rapidly. May we sucgest, 
therefore, that you enquire for available dates for 
either of these or other positions as soon as possible. 


ROHALD PERKS, ADUTRTISEMENT DIRECTOR, ACRE HOUSE, 69-76 LONG ACRE LONDON, WiC? 
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POSTER CHARGES ARE GOING UP 


MORE MOVES 
AT ‘MIRROR’ 


Rumour and speculation were 
rife in Fleet Street this week 
following the resignation of John 
Coope, deputy chairman of the 
Daily Mirror and a director of 
the Sunday Pictorial. 

The news broke in the stop 
press of late editions of 
Evening 
Standard on 
Friday, and 
the Mirror on 
Saturday 
stated : “Mr. 
JohnCoope’s 
connection 
with the 
Daily Mirror 
group of 
companies . . 
is about to be 
terminated . . 
this an- 
nouncement 
severs a connection with the 
Mirror group which has lasted 
37 years. 

This marked one of the biggest 
—and certainly the most surpris- 
ing—top executive changes in 
national press management since 
the war. 

The Mirror refused to add to 
their statement. Mr. Coope 
declined to comment or give 
reasons for his departure. 

Other changes at Geraldine 
House have also been announced. 
They began with the resignation 
at the end of the old year of 
Alister Morison, advertisement 
director. 

Now Roger Hale, senior adver- 
tisement representative the 
Daily Mirror, goes to Odhams to 
work on Woman. 

Internally, there is an admini- 
strative change. James Cook has 
relinquished the post of meer ty 
Daily Mirror Newspapers 
“to enable him to concentrate 
entirely on _ > as financial 
director.” H. Cartwright, at 

é i te on page 5 


John Coope 


s | Mills & Rockleys | 


give new rates: 
More will follow 


R= in poster charges, fore- 
cast by ADVERTISER'S 
WEEKLY (December 30), as a 
result of increased rating assess- 
ments, are now materialising. 
The new assessments are 
among the factors that have 
mean Mills & Rockleys Lid., to 
issue revised charges for space. 
An increase of arr hg” by David 


be Other contrac- 
tors are almost certain to follow 
suit. 

The likely effects of the new 
assessments will be discussed by 
the British Poster Advertising 
Association and London 
Poster Advertising Association 
when their rating committee 
meets, probably next month. 

H. H. Mallatratt, secretary of 
both associations, said this week : 
“If the trade finds that it has 
been singled out for specially 
severe treatment, we may have to 
make representations to the Min- 
istry of Housing and Local Gov- 
ernment.” 

As an example of the increases 
announced by Mills & Rockleys, 
the weekly rate for 16-sheet 
posters booked for 52 weeks— 
hitherto 6s. ordinary and 7s. solus 
—has now gone up to 7s. 6d., 


@ Continued on page 5 


John Winford (left), past chairman 

of the Club Development Commut- 

tee, was presented during the 

end with a silver cigarette box 

a on (Leeds). Centre 
R. Balch, CDC chairman. 


New post for 
L. G. Parker 


Laurence G. Parker, secretary 
of the Screen Advertising Asso- 
ciation and of the Display Pro- 
ducers and Screen Printers’ 
Association, who has also been 
secretary of the Association 
of Specialised Film Producers 
for the past 10 years, is giving 
up these positions to take up an 
appointment as secretary to the 
Television Programme Contrac- 
tors’ Association. 

Mr. Parker will leave at the 
end of this month. 


Working session 
for clubs at 


AA conference 


At a meeting of the Club 
Development Committee of the 
Advertising Association at Glas- 
gow on Saturday, club delegates 
said that they were willing to 
take over one of the “working” 
sessions which are to be a feature 
of this year’s AA Conference at 
nS May 9 to 12. 

subject is yet to -~ 
decided, but it is expected to 
concerned with the clubs’ aaa 
interests and activities. 

Further club activities at 
_— may be announced. 

next meeting of the CDC 
itself will take place at Brighton 
on the Saturday afternoon after 
the close of the Conference, so an 
outstanding attendance of club 
officials at Brighton is assured. 

This follows an invitation to 
the clubs by Conference chair- 
man Brian MacCabe to take 
some part in this year’s Con- 
ference (“A.W.,” December 16). A 
number of alternatives were 
considered at the CDC meeting. 

The CDC met in the Central 
Hotel, Glasgow, at the invitation 
of the Publicity Club of Glasgow. 
Delegates were entertained to 
luncheon on board the M.V. 
“Royal Ulsterman” by the club, 
and on the coach drive to the 
Clyde, where the vessel was 

@ Continued on page 6 
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To coincide with the opening of the new ballet season at Covent Garden, 
British Celanese Lid. are showing in their Hanover Square windows 


impressions of scenes from “The 


“Coppelia” and “Cinderella.” 


Firebird,” 
Posters announcing the ballets also appear 


“Le Lac des Cygnes,’ 


in the windows, which are a joint venture by British Celanese and the 
Covent Garden authorities. A feature of each window is the background 
impression of ballet scenes, painted by Miss Favilla Bennett. Autographed 
shoes worn by ballerinas in their actual roles are also featured. The 
figure seen in the picture is dressed in a variety of Celanese fabrics and 
the background satins and velvets are also taken from the range of 
furnishing and and dress fabrics produced by the company. 


WHY ATTACK ADVERTISING ? 
Tax on shop assistants ‘just as 
sensible’ says Leslie Room 


“I do not see why advertising should always be on the defensive,” 
Leslie E. Room, director-general of the Advertising Association, told 
a meeting last Friday of the Publicity Club of Glasgow. 


Advertising should go out on 
the attack, he said, for it had a 
positive case, an overwhelming 
case. 

He called his talk “A Streetcar 
Named Desire” because advertis- 
ing seemed just that street-car. 
Like the street-car in the play, 
with its destination-board on the 
side, it showed people where to 


go and how to get there, and the 
passenger had to pay his fare— 
the fare in this case being work 
and the will to work. 

“We have been hearing a lot 
recently about the inflationary 
tendencies of our economy to- 
day,” continued Mr. Room. “The 
opportunity was taken by certain 
Members of Parliament to raise 
their voices against advertising 
with some of those silly old 
stories with which many of us are 
familiar. 

“Some opposition speakers told 
us that advertising promotes 
inflation and raises the cost of 
living, and that advertising should 
be taxed. 

“Why tax advertising? Why 
tax only one part of the distribu- 
tion process? It would be just 
as sensible to tax advertising as 
to tax sales managers, shop 
assistants or transport. 

“I feel we ourselves, in adver- 
tising, are a little to blame in 
using rather loosely the figures 
the Advertising Association has 
prepared from time “to time 
intimating to its members the 
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Latest ABC figures 
show little change 


ABC figures of newspaper and periodical sales for the 
second half of 1955, which are now being issued, show 
practically no change on those for the first half of the year. 


In a number of cases, where they are very slightly down, 
they are nevertheless up on the figures for the comparable 
July-December 1954 period. 


A noteworthy advance is 30,000 above that of a year ago. 
registered by the Observer, which Here is the first batch of com- 
now stands at about 9,000 above parative figures for the past three 
its previous figure and about  six-monthly periods: 


July.-Dec.,| Jan.-June, | July-Dec,. 
1954 1955 


1955 

| ae 
Observer ... a ae 543,543 564,307 573,632 
Evening Citizen, ‘Glasgow 197,543 211,251 200,248 
Dunfermline Press “' West t of Fife Adver- 

tiser és aha 21,810 22,193 22,190 

Fife Free Press... .. ; es eee 20,300 20,753 20,746 
Portadown News ; aa aaa i 7,388 7,427 7,530 
Kerryman . 27,790 29,181 30,449 


Dublin Evening Mail .. ved ote soe | 77,474 73,798 70,412 


Eastern Daily Press, Norwich 
Burton Daily Mail .. ; 4 2 
Express & Star, Wolverhampton «+ | 190,852 196,721 192,785 
Guernsey Evening Press ‘ Taare 

Burton Observer 

Chorley Guardian & Le yland Advertiser 


- 
~ 
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17,681 18,439 18,455 
Falmouth Packet & Cornish Echo ose 8,242 8,298 | 8,250 
Loughborough Echo .. ‘ a own | 18,956 19,245 19,151 
Morecambe & Heysham Visitor... ... | 21,862 | 22,243 22,222 

Rochdale Observer series :— 
Heywood Advertiser 7 wa 8,490 | 8,506 8,546 
Rochdale Observer (Wed. edition) ately 27,743 | 27,895 27,136 
(Sat. edition) - 42,134 42,401 41,937 

Middleton Guardian & Blackley & Ci Crump- 

sall Guardian .. Ms 11,342 11,523 11,986 
Salford City Reporter 5 as oat 21,179 22,076 22,185 
South Wales Voice : ae a — 13,457 16,560 
Wolverhampton Chronicle ... at Seal 21,518 23,812 20,996 
Eastern Football News, Norwich oi 58,991 53,883 55,744 
Methodist Recorder .. ; onl 89,197 88,892 88,608 
Gramophone tis " r ot “sa 53,818 62,271 63,894 
Home & Country ; . its jam 133,196 132,355 134,520 
Rosary Service ... esl. ie os od 36,270 38,481 37,572 
Fishing News ... ved dee fi bed 4,640 4,987 | §,217 
Fish Selling 14,452 14,685 | 15,209 
Journal of the Royal Soc iety of Health” | 11,011 11,275 | 12,925 
Philatelic Exporter et ie 3,558 3,723 
Transport World | 4,646 | 4,741 


Sporting Star, ae. ane “ 129,831 | 123, 106 | 124,908 


Speedway é& Stock Car World: 
13,595, 9,794, 12,061. 


Widnes Weekly News series : (half- 
year to October 31, 1954) 24,639, 
(to April 30, 1955) 25,219, (to 
October 31, 1955) 25,710. 


Municipal Review: (July-December, 
1954) 8,824, (January-June, 1955) 

Wakefield Express series: 71,825, —, (January-December, 1955) 
73,329, 74,424. 947. 


For the following journals the 
figures cover the six monthly periods 
ending September 30, 1954, March 
31, 1955, and September 30, 1955, 
respectively :— 

Chester Chronicle series: 66,435, 

66,490, 67,388. 
Mid-Sussex Times : 13,070, 13,328, 
13,638. 


Parnell rte over ATV’ s seiilbilbie 


A statement was issued at the the board for day-to-day policy 
week-end by Prince Littler, and administration. 
chairman of Associated Tele- This would enable Mr. Collins, 


total expenditure on advertising 
in the United Kingdom.” 
Addressing the Glasgow branch 
of the Incorporated Sales Man- 
This poster will appear from mid- agers’ Association the previous 
February as part of a campaign for day, Mr. Room said that in pre- 
the Daily Mail Ideal Home Exhibi- paring a marketing plan, man- 
bn - - ege Nigar ey gh wi agers should at the same time 
~~. crowns, PR ing royals, 16 Prepare an advertising plan which 
and 48 sheets will be used. ‘The WOuld bring a direct relationship 
poster will appear on tube and rail- between themselves as manufac- 
way stations, bus and trolley-bus turers and the ultimate con- 
sides and on hoardings. sumers. 


Vision Ltd., defining the duties 
of the top executive personnel of 
the company. 

The statement said that he and 
Norman Collins, deputy chair- 
man, by agreement with the 
board, had invited Val Parnell 
to assume responsibility for all 
aspects of the company’s pro- 
duction. Mr. Parnell would con- 
tinue to act as chairman of the 
company’s management com- 
mittee, which was responsible to 


who represents the company as a 
member of the Programme Con- 
tractors’ Association and a direc- 
tor of Independent Television 
News Ltd. “to devote more time 
to pressing matters of major com- 
pany and TV policy which are of 
overriding importance at the pre- 
sent time.” 

®@ Last week Prince Littler an- 
nounced that Norman Collins had 
resigned from the ATV manage- 
ment committee. 
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® Continued from page 3 


Mills and Rockleys rates up: Others will follow 


with special prices for special 
Sites. 

In a letter announcing the in- 
creased charges, George T. Mills, 
chairman and managing director 
of Mills & Rockleys, explains: 


“The cumulative increases in 
operating costs since 1951 (when 
we last revised our prices) to- 
gether with the substantial addi- 
tional advances which it is 
already known will become pay- 
able in 1956, have made essential 
the need to revise our charges for 
space.” 

C. A. Bowack, director of Mills 
& Rockleys, states: 
“It is difficult to say exactly 


what the new assessments are 
going to mean in pounds, shillings 
and pence; but our total assess- 
ments look like going up 300 to 
400 per cent. And nobody is opti- 
mistic enough to assume that the 
‘poundage’ will be reduced com- 
mensurately to offset such a huge 
increase. 


“In a business like ours, when 


, we put up the prices we don’t get 


the full effect for something like 
15 months. I have been accepting 
orders starting at April 1, or even 
later, at the old rate. 


“That is why we have to take 
these difficult and unfortunate de- 
cisions and put up prices before 


we know the full amount of the 
additional rating charges.” 


A. E. Aylward, director and 
secretary, David Allen and Sons, 
Ltd., comments: 


“The incidence of rating has 
yet to be calculated, but it is 
evident from the indications so 
far received that assessments of 
advertising stations are going to 
be increased to a much greater 
extent than are other rateable 
subjects. 

“Unfortunately we are faced 
with substantial costs in other dir- 
ections than rating, and it inevit- 
ably means increases on our 
part.” 


New ‘Tothill c-e 
journal for 


catering trade 


Tothill Press Ltd. are to publish 
a new monthly controlled circu- 
lation journal, Catering Equip- 
ment News. The first (May) 
issue will appear in the last week 
of April. 

With a minimum distribution 
of 20,000 guaranteed, it will be 
sem free to hotel and restaurant 
managers and buyers, managers 
of industrial canteens, purchasing 
officers of Government depart- 
ments and HM Forces, caterers 
and dieticians in hospitals and 
sanatoria, officers responsible for 
school meals and domestic science 
departments, and caterers for the 
railways and for sea and air 
transport. 

Page size will be 12} in. by 
114 m., and type area 10 in. 
by 7 in. One column on each 
page will be occupied by 
editorial. 

The advertisement rate for the 
remainder of the page will be 
£130 single insertion, £100 per 
insertion for a series of 12. 
There will be no colour. 


Bigger show crowds 
The second National Boat 
Show, organised by the Daily 
Express, finished with a total 
attendance of 144,705—23,.854 up 
on last year. 


The first edition of “Shop,” the 
new magazine screen advertising 
feature, is due for release on 
Sunday. Appearing in 1,400 
cinemas, the series is produced by 
Screen Audiences, the production 
company within J. Arthur Rank 
Screen Services Lid. 

Commére for the opening edition 
is Hazel Court, who introduces 
her audience to unusual shopping 
ideas. She will also present the 
advertising material. 

“Shop,” which is to appear 12 times 
a year, will be available for both 
national and regional exhibition. 

Above is a scene from the first edi- 
tion, in which Fyffes bananas are 
advertised. 


Henrion lecture 


A lecture on “The Design of 
Television Settings” will be given 
by F. H. K. Henrion at the Royal 
Society of Arts, John Adam 
Street, Adelphi, W.C.2, on 
February 1, at 2.30 p.m. Sir Ken- 
neth Clark will be in the chair. 


There have been well over 
200 requests for tickets for the 
fourth Newspaper Advertis- 
ing Conference, at the Town 
Hall, Leamington Spa, Tues- 
day and Wednesday, February 
21 and 22, states L. J. Stallard 
(“Express and Star,” Wolver- 
hampton), the convenor of the 
conference. 

He says that while there is 
no difficulty in accommedat- 
ing delegates at the confer- 
ence, the Regent Hotel can 
only cater for 190 at the 
dinner on February 21, and 


Over 200 at newspaper ad conference 


numbers - for the 
already stand at 170. 

As many delegates have told 
him that they are sending him 
promotion material for the ex- 
hibition of classified advertis- 
ing, Mr. Stallard requests that 
such material should be for- 
warded to him at the “Express 
and Star,” to arrive not later 
than Monday, February 13. 

This is in order that 
promotion stands can be 
prepared. The date was pre- 
viously February 20. 


‘USE TV—OR 
SALES MAY 
BE HIT’ 


—says Gallup 

Trouble may be ahead for the 
brand which allows its rivals to 
set the pace in TV, forecasts the 
latest report of TV Research 
(Gallup Poll) Ltd. 

The report states: 

“Analysis of the first results in 
this service indicates that TV 
advertising has already upset the 
brand leaders in many product 
fields. 

“In one field, the 
leader, Brand A— 
tioned first by most viewers— 
was only third before commer- 
cial TV started. The new leader 
has been advertised frequently on 
Channel Nine ; the former leader, 
Brand B, has made very little use 
of the medium. 

“Success is not just a question 
of the amount of TV time taken. 
Two brands, C and D, have both 
used TV very extensively. Brand 
C was a clear leader in September 

16 per cent ahead of its rival. 
Two months later D had taken 
over from C which is now 13 per 
cent in arrears. Brand C, the 
loser, has spent more money on 
TV than D has spent !” 

Gallup state they have been 
asked to cover commercials trans- 
mitted from Lichfield on four 
dates in February and 10 in 
March. 

The housewife will be asked 
to prove recall by describing 
each of the advertisements 
claimed ; to recount sales points 
and product claims made by the 
advertiser ; and to say whether or 

not she has bought or is any more 

likely to buy the product as a 
result of seeing it advertised on 
TV. 


Yorkshire TV station 


Work on the building of a 
commercial television station for 
Yorkshire is expected to begin at 
Emley Moor, between Hudders- 
field and Barnsley, late in March 
or early April. Target date for 
the opening of the station is 
October 


present 
the name men- 
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BRITISH 
Furniture 


A new poster advertising the British 
Furniture Exhibition at Earls Court, 
London, from January Ps ~4 
February 2 (January 

February 2 for the Phy ublic) 
will be displayed on ndon U nder- 
ground sites, including traffic notice 
boards and main line termini, pro- 
vincial main line _ stations, air 
terminals and in shop windows. 
Agents for the _ exhibition are 
Rumble, Crowther and Nicholas Ltd. 


New plan for 
Labour paper 


Plans for the reorganisation 
and expansion of the Scottish 
Socialist weekly newspaper, For- 
ward, founded by Tom Johnston 
50 years ago, have been an- 
nounced in Glasgow. A new 
company will be formed to pub- 
lish the paper. 


®@ Continued from page 3 


COOPE QUITS 


present chief accountant has been 
appointed company secretary. 

This adjustment is said to have 
been made necessary “by the ex- 
pansion of Mirror interests dur- 
ing the past 12 months.” 

John Coope began his newspaper 
career as a clerk on the Mirror. He 
transferred to the Sunday Pictorial 
advertisement department in 1925, 
later moving back to the Mirror. 

For 15 years, from 1929, while 
maintaining close and unbroken 
association with the Mirror and 
Pictorial, he was also advertisement 
director of Northcliffe Newspapers 
Group Lid. He became a director 
of the Pictorial in 1931, and of the 
Mirror in 1943 and deputy chair- 
man of the Mirror in 1944 

(See Talking P 16). 


Adv ertising’ s 5 show 
of hobby art 


The third exhibition of the 
private work of people whose 
hobbies are drawing, painting and 
sculpture will be held by the In- 
stitute of Practitioners in Adver- 
tising at 44, Belgrave Square, 
rom Monday until January 27. 

All the exhibits are by mem- 
bers of the staffs of member- 
agencies of the Institute. The ex- 
hibition will be opened by Sir 
Gordon Russell, director of the 
Council of Industrial Design, at 
6 p.m., on Monday. 
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The annual artists’ arty of International Artists Lid., was held at 
6 Stanhope Gate, Park Lane, W.1, on Twelfth Me; This group includes 


A. E. Burbank, Andrew Orr, Miss Betty James ( 


Dekk, Mrs. Bill Chamberlain, I. H. 


hidden), Miss Dorrit 
Thompson and Miss Mary Sharp. 


January 13, 1956 


RESEARCH COSTS ‘COULD BE 
CUT BY ADVERTISERS’ 


A suggestion that advertisers working on a 


through their own associations, 


co-operative basis, 
could cut down the costs of market 
was made by Albert Price, 


secretary of the Asso- 


research honorary 
ciation of Advertisers in Ireland, when he addressed a luncheon meet- 


ing of the Dublin Rotary Club. 
He was outlining to Rotary 
members the type of work done 
by the Association, and condi- 
tions as they were 50 or 60 years 
ago, compared with to-day. 
“At the turn of the century,” 
said Mr. Price, “advertising was 
truly a mystery. Newspapers and 
periodicals guarded their circula- 
tion figures like secrets of state. 
“Now most newspapers and 
periodicals give circulation 


®@ Continued from page 3 


CLUBS AT THE 
CONFERENCE 


berthed, the NABS steward of the 
Club collected “fares” in a stock- 
ing and raised £5. 

During the meeting R. William- 
son, on behalf of all members of 
the Committee, presented an 
inscribed silver ci tte box to 
John Winford, immediate 


past chairman. 


At dinner delegates were the 
guests of the Glasgow group of 
the Scottish Daily Newspaper 
Society. The toast of the CD 
was proposed by T. White 
(general manager, George Outram 
Ltd.), W. R. Balch (chairman of 
the CDC) responding. 

The toast of the Advertising 
Association was proposed by Mr. 
Dench, and L. E. Room, director- 
general of the Advertising Asso- 
ciation, responded. 

During the day the draw for 
the National Advertising Public 
Speaking Contest, 1956, was 
made by Mr. Dench. It is : 

South: London v_ Regent; 
Oxford v Bristol. 

Midlands : Coventry v Leices- 
ter v Wolverhampton. 

North : Nottingham v Sheffield 
v Leeds. 

Venue of area contests is the 
town of the home team. 

The area contests must be com- 
pleted by March 31. The final 
contest will be held in Birming- 
ham on Saturday, April 21. 


Manchester 


First production of MPA Players: 
All proceeds will go to NABS 


The first production of the 
recently-formed Manchester Pub- 
licity Association Players will be 
C. B. Fernald’s comedy, “The Mask 
and the Face.” 

The show will run from Thursday 
to Saturday, March 1 to 3, at the 
Lesser Free Trade Hall, at 7.30 each 


Club News 


evening. All proceeds will be pre- 
sented to the National Advertising 
Benevolent Society. 

The MPA Players, formed with 
the express object of giving support 
to NABS, are a similar organisation 
to the Fleet Street Players, and are 
claimed to be the first group of 
their kind outside London. 

Tickets may be obtained from 
J. E. Roscoe, Donald Macdonald 
(Advertising) Ltd., 64a Bridge Street, 
Manchester 3. 


Bristol 
Social evening 
and debate 


As a start to the New Year's 
activities of the Bristol & West 
Publicity Club a social evening is 
to be held on Thursday, at the Royal 
Hotel, College Green, Bristol. 

Six members of the club’s public 
speaking section will talk in a 
debate with a representative team 
of six from the Bristol Parliament. 


The CDC delegates had lunch aboard the Burns Laird steamer “Royat 


Ulsterman.” A group of opgme is 


-of office is Glasgow Publicity 


tured above. Wearing the chain 
lub chairman, F. C. Dench. 


Women’s Club 


Party for 40 


pensioners 


The Women's Advertising Club 
of London gave its annual party for 
more than 40 nsioners at the 
YWCA Central Club, Great Russell 
Street, last week. 

All the work of arranging trans- 
port, decorating the rooms, helping 
with the tea and generally looking 
after the well-being of the guests, 
was done by members of the club. 
There was also a team of enter- 
tainers. 

At the end of the party each guest 
received a present and food parcel. 


Treland 


Record crowd at 
ladies’ day lunch 


There was a record attendance of 
218 at the annual ladies’ day lunch 
of the Publicity Club of Ireland at 
the Metropole, Dublin. Speaker 
was comedian Jack Cruise, who was 
replying to the query “How’s Busi- 


ness in Show Business? 


figures as a matter of course. 
Agencies give service to their 
clients and there have been many 
other changes both in press and 
other forms of media. 
“Advertising has become 
almost a science. It is now 
largely run on strictly ethical 
lines and without advertising no 
firm could remain in existence. 
“When, however, we compare 
the great changes which have 
come to pass in the last 50 or 60 
years it is well to know how these 
changes came about. It should 
be remembered that the initiative 
was taken by the advertisers.” 


Much still to do 


The Association of Advertisers 
in Ireland came into existence 
in 1951, he said, when it was felt 
that there was a need for such an 
association. Although things had 
improved in advertising generally 
there was still a great deal to be 
done and always would be. 

He then referred to the steps 
taken by his Association to deal 
with other matters, particularly 
sponsored radio, market research 
and public relations, and to the 
“rather obsolete method” still 
largely used for the remuneration 
of advertising agencies. 

While he welcomed a more 
scientific approach to the placing 
of advertisements it would be a 
mistake to over-elaborate certain 
phases of advertising research. 

Much could be done by adver- 
tisers working on a co-operative 
basis through their own associa- 
tions, thus cutting down costs. 

Biggest bird show 

More than 10,000 birds—the 
largest display in the world, it is 
claimed—were at Olympia yester- 
day (Thursday) for the 12th 
National Exhibition of Cage 


Birds and Aquaria. It closes 
to-morrow. 


Monday, January 16 

INSTITUTE OF PRACTITIONERS IN AD- 
VERTISING exhibition of private art 
opens. 44 Belgrave Square, S.W.1. 
PUBLICITY CLUB OF LONDON meeting. 
Sir Thomas White on “Australia— 
Britain’s Greatest Export Customer.” 


Tuesday, January 17 

REGENT ADVERTISING CLUB lecture. 
Frances Butters on ‘*Public Rela- 
tions.”” 6.30 p.m. 

PUBLICITY CLUB OF SUNDERLAND 
**Publicising Sunderland” debate. 
MANCHESTER PUBLICITY ASSOCIATION 
annual ladies’ night and dinner and 
dance. 

BERKS & BUCKS PUBLICITY ASSOCIA- 
TION. Talk on commercial TV— 
“Getting Down to Brass Tacks.”’ 
7.8 p.m. Berkshire Club. 
Wednesday, January 18 

IAMA meeting. Humphrey Chilton 
on “Commercial TV.’’ Management 
House, 8 Hill Street. 

INSTITUTE OF PUBLIC RELATIONS 


AD MAN’S DIARY 


luncheon meeting. Douglas Fair- 
banks on “‘Public Relations for the 
USA.”" Criterion Restaurant, 
Piccadilly, W.1. 12.45 p.m. 
SOUTHAMPTON PUBLICITY CLUB even- 
ing meeting. 
Thursday, January 19 
PUBLICITY CLUB OF LEEDS luncheon 
meeting. Speaker J. Malcolm Barr. 
Great Northern Hotel. 12.45 p.m. 
BRISTOL AND WEST PUBLICITY CLUB 
ap evening. Royal Hotel, Bristol. 
p.m. 


Friday, January 20 
PUBLICITY CLUB OF LEEDS annual 


dinner and dance. Great Northern 
Hotel. 7.30 p.m. 


Glasgow's y' 
Grosvenor Restaurant. 12.55 p.m. 
PUBLICITY CLUB OF NOTTINGHAM 
annual dinner and dance. 

Hotel, Nottingham. 7.30 p.m. 
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PRINTING WAGE REVISIONS 


Employers’ offer accepted 
by fourth union 


A protest from the Typographical Association about “misleading 
implications” by the employers, and the acceptance by a fourth union 
of proposals for new rates of pay have marked this week’s negotiations 
between the British Federation of Master Rag ems the Newspaper 
Society and the printing unions involved in discussions over wage 


revisions, 

Last week the BFMP and the 
Newspaper Society issued a joint 
statement in which they said that 
the councils of both organisations 
had met separately to consider 
the result of a ballot of members 
of the Typographical Association 
on the employers’ wage pro- 
posals. 

These proposals had been 
turned down by a narrow 
majority of the union’s members. 

They provided for a_ cash 
increase of 18s. 6d. a week to 
each and every craftsman in 
membership of the union what- 
ever rate of wages he might be 
receiving. They also provided 
for payment as from next July of 
a cost-of-living bonus of one 


The February issue of “Homes and 
Gardens” will contain a 28page 
booklet Holiday Guide, 1956, which 
will have the above cover. The 
cover design is in full colour, and 
the booklet will carry 12 pages f. 
advertisements representing 

vertisers. The actual issue will be 
of 176 pages, with 95 pages of 

advertisements—31 in calour. 


New name, address 


for Rooster 


After 12 years in Peterborough, 
Rooster Publicity Ltd. is return- 
ing to offices in London. These 
will be at Summit House, 1-2 
Langham Place, W.1. Since the 
company...has been in Peter- 
borough has expanded, and 
now has branches in Newcastle 
and Teddington. It will retain 
these branches and also an office 
in Peterborough. 

The title of the company has 
recently been changed to J. Peers 
and Associates Ltd. The direc- 
tors are J. Peers, E. Peers and 
A. M. Albinson. 


shilling per point rise in the 
official index. Members of the 
TA on evening papers were also 
offered an extra of 15s. (5s. 6d. 
up) and on morning papers one 
of 40s. (15s. up). 

“Both councils having regard 
to the present cost of printing and 
to the national economy gener- 
ally, and in full realisation of the 
possible consequences, passed 
resolutions instructing their joint 
labour committee to make no 
further concessions to the union,” 
the statement continued. 

Later the Typographical Asso- 
ciation protested about the 
employers’ statement. It was 
alleged to have implied that the 
TA had rejected an offer which 
other unions had accepted. 

The TA also objected to the 
employers’ statement that their 
offer had been rejected by a small 
majority. There had been two 
ballots, one in which the execu- 
tive’s action in pressing their 
claims been endorsed by 
33,823 votes to 1,954, and a 
second in which 16,450 voted for 
continued negotiations and 19,333 
for the total rejection of the offer. 


‘Incontrovertible’ 


In a later statement, the BFMP 
and the Newspaper Society 
refuted any suggestion of an 
attempt to mislead the public, 
describing the facts in their 
earlier statement as “incontro- 
vertible.” 

The four unions which have 
now accepted the employers’ pro- 
posals, which were stated to be 
on similar lines to those offered 
to the TA, are the National 
Union of Printing, Bookbinding 
and Paper Workers, the Mono- 
type Casters and Typefounders 
Trade Saciety, the Scottish Typo- 
graphical Association, and—the 
latest—the National Society of 
Operative Printers and Assistants. 

Wage increases for members 
of these unions became effec- 
tive from the first pay week 
in January. Word is awaited 
from two other unions on the 
employers’ proposals. 

The latest move by the Typo- 
graphical Association is a letter 
and statement to bramch secre- 
taries of the Association from the 
TA’s executive office in Man- 
chester. 

The letter, it is understood, 
requests that members working 
on weekly newspapers who find 
that their paper published or is 
to publish the BFMP and News- 
paper Society’s joint statement of 
anuary 5, should ask the editor 
of the paper to ensure that the 
TA’s statement is also published. 


ADVERTISER'S WEEKLY 


Considerable use of screen advertising is being made in the Bacon Informa- 


tion Council's current campaign. 


Butterworth in a shot from “Delicious,” 
film produced for the Bacon Information Council by Screen 


here are Jerry Desmonde and Peter 
a two-minute Eastmancolor 
Audiences. 


Planned by Erwin Wasey & Co., Lid., and Neal Kirby of J. Arthur Rank 
Screen Services, the scheme is claimed to be the first to use all available 
screen media at once for the same client. 


WANTED—the 
oldest gardener 
in Britain 


By Our Exhibitions 
Correspondent 


The Modern Gardening Equip- 
ment Exhibition, to be held at the 
Central Hall, Westminster, from 
February 23 to March 1, will be 
the first show of its kind to be 
held in Britain. 

The organisers, Universal Ex- 
hibitions Ltd., have thought up a 
number of bright ideas to arouse 
public interest. 

A free trip to London with all 
expenses paid is offered to the 
oldest working gardener in the 
country, who will be invited to 
give his comments on the man 
“new fangled” gadgets that wi 
be on view. 

They also want to find Britain's 
“Smartest Lady Gardener,” and 
are offering a prize to the lady 
who can manage to look attrac- 
tive, even whilst digging, planting 
or weeding. 


Weekly closes 
after 99 years 


The oldest weekly newspa 
in Mansfield, the Mansfield 
Reporter and Sutton-in-Ashfield 
Times ceased publication last 
Thursday. In a statement the 
Mansfield Reporter Co., Litd., 
blamed rising production costs 
and wage claims in the newspa 
industry “which seriously ect 
smaller local papers.” 

The copywright has 
bought by the Mansfield and 
North Nottinghamshire 
Chronicle-Advertiser, Mansfield, 
which was started four years = 
by the amalgamation of 
town’s two other papers. 

The Reporter was first pub- 
lished 99 years ago on a hand 
press by a local stationer. Since 
1891 the newspaper has been run 

a company — among 


oe 


PMG to speak at}. 
BDMAA lunch 


thanks to TV 


Black & Decker Ltd have 
reported a considerable increase 
of sales in the London area 
through the use of commercial 
TV. Colman, Prentis & Varley 
Ltd., who handle TV advertising 
for Black & Decker, have, as part 
of a series of one-minute com- 
mercials, devoted the last four 
ae to a film advertising 

uarter-inch drill. 

is film was first transmitted 
on November 29 and, since that 
date, Black & Decker say, sales 
in the London area have 
increased significantly in propor- 
tion to the already increased sales 
over the rest of the t of the country. 


NO MONEY—SO 
ADS MAY END 


Because of lack of financial 
support, the Morecambe Enter- 
se Association, which +“ 

‘ormed by business people to 

help publicise the town, may end. 
This warning has been given by 
officials of the Association. 

The Association is unable to 
put into operation its original 
ideas_ without the financial 
support of local traders. 
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Big changes at 
Napper, Stinton 
Woolley 


The top-level administration of 
Napper, Stinton, Woolley Ltd. “has 
been strengthened by changes and 
promotions within the agency,” said 
a statement issued this week. The 
changes are part of a reorganisation 
plan. Main appointments, which 
take effect on February 1, are: 

Russell E. Percival joins the 
board of directors, after five and a 
half years as an associate director. 
Before he joined NSW, he was an 
account executive with McCann- 
Erickson Advertising Ltd., and Ben 
Wilkinson, Ltd. 

G. P. Mt: Hoey, for seven years 
the agency's media manager, 
becomes an associate director, as 
does J. H. McLeod, the company 
secretary, who is in charge of the 
accounts department. He joined 
the agency six and a half years ago. 

Norman G. Dix, a senior account 
executive at NSW for over five 
years, becomes a group account 
director. He will specialise in tech- 
nical accounts. Mr. Dix was pre- 
viously publicity manager to the 
600" Group. 

_ Five other senior account execu- 
tives have been given the new status 
of account manager. They are 
J. M. Hooper, RE. Gatehouse, 
P. B. Clark, M. D. Braham and 
A. Grossman. Two former assistant 
account executives, J. L. Bullock 
and H. D. Gordon, are promoted to 
account executives. 

* x * 

Sir Howard Roberts, who retired 
as Clerk of the London County 
Council on January 1, has been 
appointed to the board of Munici- 
pal Engineering Publications Ltd.. 
publishers of Municipal Engineer- 
ing, Motor and Public Health, with 
The Official Journal of the Institute 
of Works and Highways Super- 
intendents. 

* * * 

Douglas Bannell Newcomb, who 
joined L. Graham Browne Advertis- 
ing Ltd. in February 1953 as an 


account executive, has been ap- 
pointed a director. 

* * * 
Trowbridge, Pritchard & Co.. 


Ltd., of Bath, have announced two 
changes to their executive staff. 
F. W. Larne, for six years with 
Cc Vernon & Sons Ltd. as an 


E. G. Court 


‘News About 1 


ont fl 


R. Percival 


account executive and previously 
with The Times, has joined the 
organisation as general manager. 

New production manager at 
Trowbridge, Pritchard, is A. D. 
Corbett, formerly assistant publicity 
manager of Measham Motor Sales 
Organisation Ltd. He was pre- 
viously production manager of 
Nicholls Dorrity Advertising Ltd., 
of Birmingham. 

* a * 


Bill Owen has joined W. H. 
Gollings & Associates Ltd. as a 
copywriter. He has worked as a 
copywriter with Dudley Turner & 
Vincent Ltd. and Erwin Wasey Ltd.. 
and served on the editorial staff of 
News Review. 

* * * 


Mrs. Kathleen Cariton-Belt is to 
join Lintas Information Services as 
a senior press officer. She has had 
several years in press and public 
relations. 

*x * * 


W. L. Walkley, finance director of 
Pratt & Co. (Advertising), Litd., has 
retired after over 53 years with the 
company. He has been presented 
with a silver coffee set by his fellow 
directors and a case of pipes by the 
staff. 


Granada appoint 
ad manager 


Sidney L. Bernstein has an- 
nounced the appointment of Charles 
Leonard Finlay as sales and adver- 
tising manager to Granada TV net- 
work Ltd. He will take up his 
position at Granada House, Man- 
chester. on Monday, where his first 
job will be to organise the sales 
force for the North. He is 42 and 
comes to Granada from Quaker 
Oats Ltd.. where he was divisional 
sales manager. 

* - * 


Following on the appointment of 
David Orr as marketing direc- 
tor of Lever (India) Ltd., in Bom- 
bay, Hugh Darby has succeeded 
him as advertising manager of Lever 
Brothers Ltd. He will be respon- 
sible, under the advertising director. 
Francis Wilkinson, for the adver- 
tising of Surf, Sunlight, Lux, and 
Lifebuoy. Four years ago he be- 
came advertising manager of Cros- 
field (CWG), Ltd. 

* * * 
W. J. Blake, director of sales for 


Timex for the past four years. has 
left the company. 
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Gilbert Pollard, who resigned recently as director and production manager 
of McConnell’s Advertising Service Ltd., is presented with a wristlet watch 
by C. E. McConnell, chairman, on behalf of directors and staff. Looking 
on are B. Sheppard, manager, ordering department, W. J. Martin, secretar 


Miss E. 


and accountant, 


Hamilton, director and secretary, McConnelli- 


Hartley Ltd., and (extreme right) D. Swords, director and general manager. 


Court succeeds 
Arthur Sims 
at Newnes 


E. G. Court has been appointed 
assistant advertisement manager of 
the Newnes Group in succession to 
A. E. Sims, who retires shortly after 
51 years with the company. After 
coming out of the Army with the 
rank of Major in 1946, Mr. Court 
joined Newnes and a year later 
became assistant to Stuart Mander, 
advertisement director of the group. 

* * 


Colin Hodgkinson, until recently 
with F. J. Lyons Ltd., has joined 
the board of Conville Ltd., public 
relations and marketing consultants. 

(See Mainly Personal, page 60) 

* *x * 


John E. Skinner has joined Alan 
Betts Ltd. to hand!e a number of 
new accounts. Mr. Skinner spent 
a number of years in the oil and 
office equipment industries and then 
joined Acro Marketing Ltd. 

* * * 


C. A. Gandertoa has joined A. N. 
Holden & Co., Ltd., from Beecham 
Foods Ltd., where he was sales ser- 
vice manager. 

* * * 


David Gunn has moved from the 
Daily Sketch to join Organisation 
and Methods as _ advertisement 
representative. He had been with 
Associated Newspapers for six and 
a half years. Organisation and 
Methods is now appearing as a 
monthly magazine. 

* * * 


The Austin Motor Co. has ap- 
pointed Kevin Gover as assistant 
press officer, to operate under John 
Bowman, Austin PRO at Long- 
bridge, Birmingham. Mr. Gover 
has served for the past five years 
on the editorial staff of Iliffe & 


Sons Ltd. 


Oswald Dearden (centre), who has 


left Kemsley Newspapers Ltd., 
Manchester, to join ABC Television 
Lid., was presented with a _ silver 
tea-service by A. M. Burnett-Stuart, 
director and general manager, on 
behalf of Mr. Dearden's Kemsley 
House colleagues. J. F. Goulden, 
managing editor of the “Evening 
Chronicle,” is on the right. 
* * 


John Robinson, publicity and 
entertainments manager, of Buxton, 
will succeed H. Berkeley Hollyer in 
the position of publicity officer at 
Torquay on February 25. 

(See Mainly Personal, page 60.) 

* * . 


At a meeting of the Daily Circu- 
lation Managers’ Committee, F. J. 
Wright (Daily Mirror) was elected 
chairman for the forthcoming year 
and F. A. E. Ellis (Daily Mail) was 
elected vice-chairman. Retiring 
chairman is E. A. Stevens (Daily 
Herald and Sporting Life). 


DPSPA president 


F. J. LeMay (Supasigns, Ltd.) is 
to be the next president of the 
Display Producers and Screen 
Printers’ Association in succession 
to F. J, Clements (Clements Bros. 
(Display) Lid). R. Olley (Olley 
and Rowley Ltd.) will be the new 
vice-president. There are seven 
vacancies on the new council. H. 
Ashford Down, H. B. Chapman, 
J. H. Floyd, R. Foster, C. L. Jarrett, 
P. W. Sprinzel, and C. R. Young 


have offered themselves for re- 
election. 
(See Mainly Personal, page 60.) 
* * *% 


Beverley Pick has lefi on a six 
weeks’ round the world trip in his 
capacity as consultant to BOAC. 
On the way he will contact clients 
in New York and Kuala Lumpur 
for whom Beverley Pick Associates 
Ltd. act as consultants and 
designers. 


More News About People 
on page 66 
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radford papers 
give advertisers 


a large PLUS 


Bradford, capital of the wool trade, 
is in itself one of the busiest cities 


in the country. But around it also are Yj RECORD RETURNS POINT TO 
concentrated many prosperous towrs 7 INCREASED BRADFORD PROSPERITY! 


and villages, which look to Bradford 
Throughout the world the Bradford Con- 


YY ditioning House returns are recognised as 

The Yorkshire Observer is Bradford's 777 the pilot guide to the health and stability of 

own morning paper and the most Yj the whole woollen industry. 

used by the wool trade. The Evening 77, Sreaking a 42 year old record, the 1955 
Y poundage of materials that passed through 
Yy the Bradford Conditioning House soared to 

a complete monopoly in Bradford 77, 101,065,685 Ibs! 

itself, being bought daily by 94.2%, of Uj, Seven and a half million more than 1954. 

the families in the city. 77, Fourteen million more than 1953! 


for their news and go there to shop. 


Telegraph and Argus enjoys almost 


By using the columns of these two 77, Bradford was born on wool . . . has thrived 
papers, advertisers can be sure not 77, onwool. This amazing increase in returns 
Y points to an even greater period of pros- 


only of a thorough coverage of perity for every Bradford man and woman. 


Bradford, but also of the densely —Yj 
Vy 


populated area to the north “m west. Ui jy Yj MCL}: La 


_ MORWING 51,048 


Telegraph & poses 


, EVE ine 120,100 


- HALL INGS, BRADFORD 
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Leather Institute to step up 
publicity this year 


‘NEED FOR STILL GREATER ATTENTION’ 


SAYS TANNERS’ PRESIDENT 


The Leather Institute’s publicity campaign for sole leather 
in 1956 is to be on a much larger scale than ever before. It 
will be aimed at making the public “leather conscious.” 

Main theme of the Institute’s advertisements will be “Feet 
Love Leather,” and the media to be used include national 


and family periodicals, and 


Hulton posts 
still vacant 


No successors have yet been 
appointed by Hulton Press 
Ltd. for either George A. 
Cooper or Frederic Mullally. 
Mr. Cooper left Hulton Press, 
where he was controller of 
advertising, some weeks ago 
to become advertisement con- 
troller for ABC Television 


1954, left last week following 
disagreements over the pro- 
motional programme for that 
journal. 


PAPER’S SALE 
‘ONE OF MANY’ 


S. Cockburn and Son, Osseit, 
Yorkshire, have disposed of the 
Ossett Observer to the Wakefield 
Express Series Ltd. Both editions, 
the Ossett Observer and _ the 
Horbury Observer, will be pub- 
lished as before. The advertise- 
ment and publishing offices will 
continue at Station Road, Ossett, 
and High Street, Horbury. 

An announcement of 
change states that it “has been 
rendered inevitable by economic 
factors and the abnormal rise in 
the costs of production, and is 
only one of a large number of 
recent amalgamations and mergers 
of similar weekly newspapers.” 

It claims that the circulation of 
the Observer is now higher than 
at any time in its career. 


Catering show 


The International . Hotel and 
Catering Exhibition at Olympia 
from Wednesday, January 25, to 
Friday, February 3, will have 
some 95,000 sq. ft. of trade 
exhibits. 


magazines with a specialised 
health appeal. 

Roof advertisements in London 
Underground trains will also be 
part of the campaign which starts 
in the spring. Agents are 
Allardyce Palmer Ltd. 

In addition the Institute's 
editorial press service will be used 
to produce articles for newspapers 
on various aspects of leather, and 
a scheme has already started 
which will eventually bring to 
schools the Institute’s lectures, 
films, film-strips and wall charts. 

In last week’s issue of The 
Leather Trades’ Review, reference 
was made to publicity for leather 
in New Year messages from 
leaders of the trade. George W. 
Odey, president of the Interna- 
uonal Council of Tanners, said 
that his recent visit to America 
convinced him that “increasing 
attention should be given to our 
publicity campaign for leather in 
this country. 

“The work of the Leather 
Industries of America, the body 
responsible for leather publicity 
in the States, has been extremely 
successful in making the 
American | public more leather 
conscious.” 

Mr. Odey said that here the 
Leather Institute was already 
doing excellent work. On the 
Continent, the national tanners’ 
associations of the various 
European countries were all 
increasingly engaging in leather 
propaganda. 


‘Mail,’ ‘Sketch’ take 
over exhibitions 


The Daily Mail has taken over 
the “Brighter Homes” Exhibition 
which will open in Manchester on 
Tuesday, March 6, at the City 
Exhibition Hall. The Daily 
Sketch will open a “Home and 
Modern Life” Exhibition in the 
autumn. 

These exhibitions were formerly 
run by the Daily Dispatch and 
the Evening Chronicle in con- 
junction with Provincial Exhibi- 
tions Ltd. 


This window—in Brisbane—was one 
of the many which supported the 
“Buy British Cottons’ campaign. 


Attlee to speak 


Earl Attlee will speak on 
“The Press and the Movement” 
at a convention to be held by the 
Co-operative Press Ltd. at Bux- 
ton from Friday to Monday, 
January 27 to 30. Cyril Hamnett, 
chairman of the Co-operative 
Press Ltd., will discuss “Problems 
of Press Power.” Hugh Gaitskell 
will be another speaker. 
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1,500 shops aided 
‘Buy British’ 
campaign 


Reports have been received by 
the Cotton Board in Manchester 
which indicate that a “Buy 
British Cottons” campaign held 
in Australia, New Zealand and 
Tasmania during the latter half 
of last year “has done much to 
put British cotton goods on the 
map” in those countries. 

In addition to more than 127 
key stores in metropolitan areas 
of Australia, about 1,500 shops 
and stores throughout the Com- 
monwealth joined in the cam- 
paign. 

British cotton weeks were held 
in all five states of Australia, with 
stores and shops devoting window 
and departmental displays to 
British cottons under the general 
theme “Always Buy _ British 
Cottons.” 

Besides supplying display and 
other sales aids, the Cotton Board 
arranged an advertising campaign 
to include the country press. 
giving an 87 per cent coverage of 
the country. Suppliers — and 
retailers tied up their own adver- 
tisements with those of the 
Cotton Board. 


British cotton weeks in New 
Zealand were also supported by 
advertisements placed by — the 
Cotton Board and the co-operat- 
ing stores in the principal New 
Zealand newspapers and over the 
main radio networks. 

The campaign was at its height 
during August, September 
October and November. 


a 


#URTHER INFORMATION FROM 


This new quad-royal poster 


has been 


STATIONS OFFICES AND ACENTS 


produced for the Western 


Region of British Railways to advertise the Fishguard-Rosslare Irish Boat 


Service. 


The poster, which was silk-screened in six colours by G. A. 
Shankland Ltd., was designed by Studio Seven. 


CAMBRIDGESHIRE TIMES GROUP 


A.B.C. Figures 
Jan. to June, 1955 


Tel. March 2368/9 
London Representative: W. H. WALMSLEY: : 
Copies 69 Fleet Street, E.C.4 Tel. Fleet Street 9353 
Ww ki Northern Representative: ARNOLD ELLIS 
+ eekly 64 Cromford House, Manchester, 4 Tel. Blackfriars 6967 


Head Office: TIMES BUILDINGS, MARCH 
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Every time you advertise in the 


Sunday Pictorial you reach more than 


One person in three 
reads the 


133 million potential buyers — one 
person in every three of the entire 
adult population of Britain. The 

. Sunday Pictorial is an inexpensive 
Sunday Pictorial 
medium too. No national campaign is 


complete without it. 
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THE ROLE OF ADVERTISING— 


BENEFIT—It lowers prices, costs’ 
BLIGHT—‘Assault on the mind’ 


REPETITION WASTEFUL, SAYS LCC COMMITTEE MAN 


Phrases such as “An assault on the mind of man,” “a 


7 4 


stimulator of production, 


an evil when aimed at the young,” 
“a means of lowering prices,” 


“a weapon that can be used 


well or badly,” “a protector of press freedom” were among 
the descriptions of advertising pronounced during a discussion 
entitled “Advertising—blight or benefit ?” held by the Society 
for Education through Art at University College. 


both 
time stating 


During the discussion 
sides spent much 
each other’s case. 

Richard Edmonds, chairman 
of the LCC town planning com- 
mittee, who was to represent the 
“blight” view, conceded that 
advertising decreased the cost of 
selling, stabilised production, and 
made possible the publication of 
a wider variety of newspapers 
and magazines, 

And Harold F. Hutchison, 
— officer of London 

ransport, who was to speak 
from the “benefit” angle, urged 
the public to “take action” 
against advertising they did not 
like, by writing letters of protest 
to the head of the advertising 
firm, and by “not buying the 
stuff.” 

Mr. Edmonds alleged that 
advertising was an “assault upon 
the mind of man.” In evidence 
he quoted a statement that the 
American Advertising Council 
had persuaded the US Govern- 
ment to use the slogan “People’s 
Capitalism” in world propaganda. 


‘Constant battery’ 


He thought it was most alarm- 
ing that, through the public press 
and through advertising this idea 
should be ge over through sheer 
weight finance. He also 
thought that the “constant battery 


of repetitive advertising” was 
wasteful and irritating. 
Mr. Hutchison said _ that 


advertising which stated the case 
for its client’s products as well as 
it could was not an affront to 
integrity, but it might be an 
affront to intelligence. 
Advertising could be used well 
or badly, and it was up to the 
public to decide which, and to 
take action on the strength of its 
views. Recommending the writ- 
ing of letters of protest to heads 
of firms he said: “Mrs. Smith, of 
Hoxton, is far more important 
than the MP for Hoxton.” He 
also recommended writing to 
magazines and newspapers. 


A MARKET OF 


At the conclusion of his talk 
Mr. Hutchison showed slides of 
old and new posters. 


The meeting was presided over, 


by Ashley Havinden, art director, 
W. S. Crawford Ltd., who, in the 
course of a number of comments. 


said that if agencies were not 
satisfied with a product they 
would not take over _ its 
advertising. 

Advertising thus ensured the 
quality of the product. But the 


quality of the product was often 
very much higher than the quality 
of the advertising, because people 
who knew how to make a fine 
product did not know enough 
about advertising, and interfered 
with people who did. 
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This is the latest poster for Tootal 
Socks. It has been designed by Tom 
Eckersley and produced by W. S 
Crawford Lid., and is now appear- 
ing in the L London U nderground. 


Display material ties up with film 


A wide promotion programme has been planned by Sponcel Ltd. 
to tie-up with the screening of their new two-minute colour a 


film, “Keep it Clean,” 

Special display material is 
being made available to retailers, 
some of it free, some linked to 
orders. The free material in- 
cludes a window streamer. a 
spinning display and a show 
card. 

The coloured § streamer is 
designed to represent a cinema 
screen showing the slogan: “We 
Sell Spontex Cellulose Sponges 
as Seen on the Screen.” 

The display in full colour is a 
mobile of three illustrations of 
household sponges separated by 
the slogans, “Buy one now” and 
“So nice to use.” The showcard 
carries a reproduction of a Spon- 
tex advertisement showing a 
housewife cleaning tiles with a 
sponge. 

A brochure giving details of 
the offer with drawings of the dis- 
play material and of shots from 
the film is being distributed to 
all wholesalers and _ retailers 
throughout the country. 

Advertising agents for Sponcel 
Ltd. are Crane Publicity Ltd. 


which has been made 
Productions and will also be distributed by them. 


B.E.T. 


24: MILLIONS BUS ADVERTISING 


_ ADVERTISING DEPT. B.E.T. FEDERATION LTD. STRATTON HOUSE, PICCADILLY, LONDON, W.I. 


by Presbury Film 


Ad eenehens at 
BIM conference 


A British Institute of Man 
agement conference on “Manage- 
ment in Retailing,” with the 
theme, “Retailing and ~; the 
Vitality of the National 
Economy,” will be held at East- 
bourne from Tuesday’ to 
Thursday, March 6 to 8. 

The opening plenary 
will be addressed by W. R. 
Austen Hudson, MP, chairman 
and managing director of 
William Cussons Ltd. Tech- 
niques of method study, stock 
control and management accoun- 
tancy as applied to retailing will 
be discussed at sectional meet- 
ings of the conference. 

Other subjects will include the 
training of executives, the 
relationship of trading hours to 


session 


costs, advertising for retailing, 
and the implications of pre- 
packaging. 
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Sereen printing 
‘must attract 


youth’ 
—DPSPA branch told 


The need for attracting youth 
to silk-screen printing—‘if you 
don’t get boys interested now 
you will have no craftsmen in 
20 years’ time”—was emphasised 
by R. Olley, of Olley and Rowley 
Ltd. when he spoke at the annual 
meeting of Midlands branch of 
the Display Producers and Screen 
Printers’ Association in Birming- 
ham. 

He was answering Meredith 
Hawes, principal of the Birming- 
ham College of Art, who had 
complained that it was difficult 
to get boys to attend evening 
courses in commercial art. 


Mr. Olley appealed to the 
branch to try to support the 
school’s courses. 

‘We must help’ 


“It’s up to us to see that our 
boys go to these schools. When 
these colleges lay on such courses 
every person here should do 
something to help keep the thing 
going.” 

Mr. Olley welcomed the four 
associate members present. They 
were: H. Jepson (Treleaven’s of 
Liverpool), L. W. Harrison 
(general manager, Dane and Co. 
Ltd., London), E. Elesmore (Dane 
and Co.), and A. N. Kirk (direc- 


tor, George Hall (Sales) Ltd.. 
Stockport). 
Only one new member—H. 


Hurdley, of Fosco Hayes-Hurdley 
Ltd., Birmingham—was appointed 
to the committee. Other members 
of the committee are: F. J. 
Clements, elected ex-officio (Cle- 
ments Bros.), J. Waterhouse (Art 
Display Services Ltd.), R. J. King 
(Priestley Studios), W. Wisdom 
(Baker Displays), S. J. S. Herbert, 
branch secretary -(Regional Pub- 
lications Ltd.), P. Thompson 
(Kenton Displays), C. A. Glover 
(Midland te, Studios), and 
Wm. Hinks (R. . Hinks). 


110 exhibitors of 


office equipment 


Bingley Hall, Birmingham, is 
the venue for the next National 
Business Efficiency Exhibition 
held by the Office Appliance and 
Business Equipment Trades Asso- 
ciation from February 20 to 25. 


Approximately 40,000 sq. ft. of 
stand space will be. occupied by 
nearly 110 firms from all over 
the country. 


700,000,000 
passengers a year 


Tel: MAY fair 8886 
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picked up. 
put down, 
picked up, 
put down, 
~ Up, 
down, 
up, 
down, 


up... 


to read) 


and each time your 
advertisement is seen with 
renewed interest. 


* Whatever social class you may wish to reach . 
there is nothing like the local newspaper to 
ir and increase sales! 


* EVENING NEWSPAPERS: Hull Daily Mail . Grimsby Evening Telegraph . Lincolnshire Echo . Evening Sentinel (Stoke-on-Trent) . Derby Evening Telegraph 
Leicester Evening Mail . Bristol Evening World . South Wales Evening Post (Swansea) . The Citizen (Gloucester) . Gloucestershire Echo (Cheltenham) 
WEEKLY NEWSPAPERS : Yorkshire and Lincolnshire Times (Hull) . Grimsby Saturday Telegraph . Staffordshire Weekly Sentinel (Stoke-on-Trent) 

Herald of Wales (Swansea) . Gloucester Journal . Cheltenham Chronicle 


R.H.PENNEY Advertisement Director: 163 QUEEN VICTORIA STREET, LONDON, E.C.4. TELEPHONE: FLEet Street 6000 
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SURVEY BY eeéoan .... 


The latest WOMAN Research Project on Cosmetics will give advertisers 
a new look at a huge market—and should be of practical service 
to all marketing and manufacturing executives in this field. 
Compiled by WOMAN Research Department, this is an 
impartial report on the marketing and buying factors which 
influence sales of cosmetics ... how often they are 
purchased ... where they are bought... when they 
are used... age groups and economic status. 
We welcome the opportunity to send you a copy of this 
important survey as a continuation of this marketing 


service to national advertisers and their agencies. 


Note: During 1955, cosmetic advertisers—and other product 
advertisers—used more Colour and Monotone space in WOMAN 
than ever before—the demand for both has never been greater. 
Current space contracts already exceed last year’s total. 


THE WORLD'S GREATEST WEEKLY FOR WOMEN 


A.B.C. Weekly Net Sales July-Dec., 1955. 3,237,475 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-908 LONG ACRE, LONDON, W.C.2 
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COMMENT 


TEETHING 


TROUBLES 


Commercial television on Mon- 
day of this week had its 
poorest revenue-producing day 
since it began last Septem- 
ber 22. The figure is estimated 
to have been £6,614. 

The next day Sir Kenneth Clark. 
chairman of the Independent 
Television Authority, spoke in 
Birmingham of a_ recession 
following the first rush of 
advertising. 

Somewhat naturally, opponents 
of the new medium are pre- 
senting these facts as evidence 
of slump and forecast of 


failure. 

Are there any real grounds for 
such fears? "The answer is 
clear to anyone who studies 
the situation: There is no 
reason for pessimism. 


Optimism 

Sir Kenneth qualified his “reces- 
sion” remarks with the firmly 
optimistic comment: “I am 
perfectly convinced that it is 
only a passing phase.” 

Val Parnell, of Associated Tele- 
Vision, is quoted in “The 
Times” as saying: “I would 
not say we are not making a 
profit now.” And a special 
correspondent of that journal 
—which is no particular friend 
of the medium—says that for 
both programme companies 
now operating “the immediate 
future grows brighter.” 


The statistics 


Statistical evidence for this 
optimism is provided by Asso- 
ciated-Rediffusion’s figures of 
increasing audiences and de- 
creasing cost per 1,000 viewers : 
and by Gallup figures of 20 per 
cent of a sample stating, for 
example, that they bought 
Murraymints during the past 
two months as a result of TV 


advertising. 

The _ post-Christmas period is 
notoriously slack for most 
media, and TV is_ suffering 


seasonally. Yet the screen it- 
self beams optimism with new 
advertisers coming in. 

With networking coming, the 
year ahead promises well for 
the new medium. Its detractors 
should remember that the 
lustier the infant the more 
hectic are the teething troubles 
—and the better the teeth when 
they are fully grown. 


Walkers 


(showeards) limited 


MANCHESTER | 
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Talking Points 
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Changes at the top and TV are the 
talk of the town 


HE two big talking points 
in London and = far 
beyond—this week have been : 


What's going on at the 
‘Daily Mirror’ ? and 
How is commercial tele- 


vision doing ? 

The departure of John Coope 
from Geraldine House staggered 
(that’s the word!) almost every- 
one in Fleet Street. Speculation 
has been wild—but no one at the 
Virror has been willing to give 
any information about the reasons 
behind the move. 

Some wiseacres have murmured 
about “another of Bart’s boys,” 
referring to the men who helped 
former chief Guy Bartholomew 
to build up the great tabloid. 
And there have been rumours of 
more changes to come. 


But. with no announcements 
made about successors to Mr. 
Coope or Alister Morison—ad 


director who left last month 
chairman Cecil King left London 
on Wednesday for “a _ routine 
trip” to West Africa where his 
group has interests. He will be 
back on February 4. 

The question What's going on? 
can be applied to almost every 
publishing house in the country 
at present. The fact is that we 
are going through a phase of 
major media realignment and 
development. And changes at 
the top are symptomatic of this 


WILL THE PRESS MEET 
MRS. BRADSHAW! 


HE questions about commer- 

cial television are mainly 
being asked by those whose par- 
ticular interests lie with estab- 
lished media, and by a few agents 
with fixed opinions. 

Would they not be better em- 
ployed considering how the new 
medium can be developed, and 
how it can best be tied-in with 
the use of other media? 

It is notable how limited are 
the tie-ups between TV _ spots 
and press advertisements. Yet 
what seems more natural than 
press ads asking: Who is Mrs. 
Bradshaw ? 


SIGNS— 1824 


HEN did the poster and 

sign men have their first 
trouble with the planners? 

The Express's William Hickey 


gives us a lead. Quoting Leigh's 
Picture of London as it was in 
1824, he says: 

“Finally the book tells me that 
‘the extravagant use of enormous 
signs by traders in London had 
become a great evil.’ 

“They were removed by law 
P because they ‘impeded the 
circulation of the air as well as 
the progress of the passenger. 

“And now we have, for the 
delight of all, street decorations 
like those in Regent Street.” 


HOLIDAY AT HOME 


f bye Kemp’s Group of Pub- 
lishing Companies had an ad 
papers this 
Blue Book 


in various national 
week for their Jersey 
Holiday Guide. 
Among the thousands of 
replies, was an application from 
a writer who added a PS: “I am 
allowed books.” 
The address 
Central Prison, 


was Parkhurst 
Isle of Wight. 


PUNCHY 
- this week's Punch: 


“ ADVERTISER'S WEEKLY printed 
a four-page Religious Press Sur- 
vey which embodied in the odd, 
push-pull idiom familiar to that 
paper's readers, advertisements 
by many religious periodicals 
advertising their indispensability 
as advertising media. The copy 


NEW: Ly JANUARY ¢ 1056-97 
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DAYLIGHT ROBBERY 


SALE 


85 Kingston ¢ CRESCENT, ‘PORTSMOUTE 
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How's this for store sale adver- 
tising? Carried in the Ports- 
mouth “Evening News,” it 
announces Riley's Daylight Rob- 
bery Sale. Curtain net is 
“guaranteed rubbish” ; the punch 
line for seersucker tablecloths 
is “Be a sucker—Buy one!" And 
it is rounded off with the bold 
assertion: “Direct from our 
London shops (they can't sell it 
either).’ The reader who sent 
the pull comments : But at last— 
truth in advertising | 


was frankly down-to-earth. . . . 
Nor was the Survey itself any 
less enticing with its encouraging 
references to free - spending 
deacons and church wardens and 
others in influential positions 
when it came to ordering new 
supplies of velvet-lined collection 
bags, organ lofts or litany desks.” 


TO-MORKROW’S TOPICS 


@ A major British fruit juice con- 
cern is bidding for sole hand- 
ling of all grapefruit juice 
planned for importation on a 
large scale into this country 
from Florida. Record advertis- 
ing is projected in an attempt 
to dominate the market. 

Branded meat casings will be 
in use soon following the 
establishment of a factory in 
Swansea to make material pre- 
viously imported from North 
America. Sales messages will 
be printed on them in colour. 


Looking for new sources of 
revenue, some professional 
football clubs are planning to 
improve their match pro- 
grammes and develop them as 
advertising media. 


@ Granada are 


planning some- 


jaja 


thing different for Manchester's 
opening night of commercial 
television in May. Sidney 
Bernstein is emphatic that there 
will be “nothing pompous.” 


®@ Intensive, all-media advertising 
will back the introduction of 
a new Max Factor cosmetic. It 
is expected on the market in 
the near future. 


@ Next development in cigarette 
advertising will be the re- 
designing of packs for long- 
established lines. 


@ Shirt manufacturers are plan- 
ning big campaigns to break in 
the autumn, New _ styles. 
colours and designs will be 
introduced. 


ROUND TABLE 


CENtral 4965/6/7 
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WHITH REPETITION IN COLOUR 


BRITISH POSTER ADVERTISING ASSOCIATION ' LONDON POSTER ADVERTISING ASSOCIATION LTD 
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‘Tolerant unselfishness’ 


key to 


Weer great is the power of 

suggestion. All through 
January and February and 
March each year I keep saying 
“never again.” 


However, by the second or 
third week in December I have 
an irrational feeling that my 
purse is a bottomless bag and I 
find myself studying the adver- 
tisements for charities. To any 
other Scrooge who may have 
been converted for next Christ- 
mas, I must be allowed to say 
that the cosy feeling of virtue 
can be very fleeting. Mine 
usually disappears and leaves no 
trace when I compare the adver- 
tisement that moved me to com- 
passion with the __ ill-written, 
rubber-signed letter of thanks 
that it brings forth. 

This last Christmas I was very 
puzzled about the gregarious 
habits of these charity appeals. 


SOUTH EASTERN 


GAZETTE 


Head Office: MAIDSTONE 3368 - 
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Review of Advertising 


says COPYTASTER 


Like No. 11 omnibuses in Fleet 
Street they seldom come singly, 
and usually one finds a gaggle or 
flock of half a dozen—or even 
more—ranged side by side and 
head to tail as though they were 
huddling for warmth. 

Is this a good thing? 

It seems to be accepted that 
the turnover of three bootshops 
side by side will be greater than 
if they are scattered strategically 
down the street; but do people 
go shopping for a recipient of 
their charity in the same way as 
they shop for shoes? 

It seems unlikely; but we 
have no evidence at all. In- 
deed, when I asked six very ex- 
perienced advertising people, 
two said “definitely yes,” two 
said “certainly not” and two 


CHATHAM 


OBSERVER 


60, FLEET ST. 


<TR se eee 


_ times he walks 


said “don’t know”—though 

they took about 1,000 words to 

say it. Like audience research, 
it is all very mystifying and de- 
batable. 

I do notice, however, that it is 
rare to find charity that keys its 
advertisements among these 
huddles. Those who can trace 
replies seem — like another ap- 
pealing body — to want to be 
alone. 


Horrors at night 


To the make-up man this 
grouping of charity appeals must 
be a minor nightmare, and some- 
in his sleep. 

The pulling power of this ad- 
vertisement for the Musicians’ 
Benevolent Fund, for example, 
can hardly have been helped by 
the appearance next door of an 
appeal for the Oxford Commit- 
tee for Famine Relief whose 
“supporters include . . . Sir Mal- 
colm Sargent.” 

Quite a number of readers, 
perhaps, will have felt that if Sir 
Malcolm, of all people, finds 
famine relief more important 
than needy musicians they had 
better follow his beat. 

The familiar picture of the in- 
digent violinist in the Musicians’ 
Benevolent Fund advertisement 
has always made me pause and 
metaphorically fumble for my 
small change, but the copy is 
more than a little unsympathetic. 

It seems to me that when 
you are appealing to people's 
good nature you must yourself 
set an unblemished example of 
tolerant unselfishness, and this 
is precisely what the musicians’ 
copywriter does not do. 


Fear of poachers 


Between the lines he leaves an 
impression of the truth too care- 
fully told—almost to the point 
of splitting hairs—and a fear that 
some other musicians’ charity 
might get a little gleaning from 
the harvest. ; 

He begins, you see, by saying 
that the fund is the ONLY 
charity for musicians. He thinks 
highly of this word “only” and 
puts it in capitals. In the next 
breath he qualifies it by saying 
it is the only fund entirely sup- 
ported by voluntary contribu- 
tions. We begin to think there 
are other funds, not entirely sup- 
ported by contributions and we 


January 13, 1956 


is the 
successful charity ads 


This Christmastide 
Please Remember 
Music’s Own Charity 


|The Musicians’ Benevolent 
|Fund is the ONLY Charity 
\for Musicians entirely sup- 
| ported by voluntary contri- 
butions that disburses thou- 
sands of pounds annually to 
/unemployed, sick and aged 
| professional musicians. The 
Fund also maintains a 
jbeautif ul Convalescent 
{Home for musicians at 
Westgate-on-Sea, Kent. 

Please send a Chris'mes Gift to Hon. 

Treasurer, Baroness Ravensdale 


MUSICIANS’ 
BENEVOLENT 
FUND 


(Prunded inom Gervase Flura) 
ST. CECUIA'S Wht SE. 7 CARLOS PLACE. Wa 
A SAR care 


In Copytaster's view, those re- 

sponsible for this piece of work 

narrowed the appeal too much 
and thus robbed it of effect. 


may even wonder what they are 
and whence they get these 
involuntary contributions and 
why this fund cannot tap a similar 
source of wealth. 

Not everyone, and perhaps not 
many, will think like this, but 
some surely will, and they are 
likely to be those with the fatter 
bank accounts. 

But this is not all. 

We read further and find yet 
another qualification of the open- 
ing statement that the Musicians’ 


@ Continued on page 20 
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.. in other words, jellies, blancmanges, cakes and 
custards—that's what all the best parties are made of. 
And how the children enjoy them! 


This week the Daily Herald publishes a compre- 
hensive report on this vest market. The report 
compares in detril the buying habits of Daily Herald 
readers with those of all housewives. 


It shows that eat some time or other 75% of 
Daily Herald teusewives buy Jellies, 86% buy 
Custerd Powders, 46% buy Blencmanges, and 
31% buy Cake Mixtures. 


But there are other important facts about the 
Daily Herald you should know—and they are of 
vital importance to advertisers both in this field 
and outside it. ‘They are that 40% of all Daily Herald 
readers (and its readership is nearly 7,000,000") 


ADVERTISER'S WEEKLY 


see no other national daily mewspaper ... that there 
are on average a* least three wage-carners to every 
two Daily Herald homes..,that the Daily Herald 
enjivys to an unparalleled extent the loyalty and 
contidence of its readers. On these facts alone the 
Daily Herald warrants inclusion in any mass market 
advertising campaign. 


*1.P.A. Survey 


DAILY HERALD 
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ILLUSTRATED 
LONDON 


NEWS 


Britains moth highly-reqarded 
home and xport 
Urade builder 
GRAHAME E. BISHOP, Advertisement Manager, 


House - 195/198 Strand - London - W.C.2 
Temple Bar 5444 
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Charity ads should use 
‘only’ with special care 


THIS ORINIUNG CHOCOLATE 16 
MABEL PICKLES RAvOURITE NIGHT CAP 


“Helps me to unwind 


last thing at night” 


Like most peuple eth jobs or busy famaly 


ond | find it’s & wonderful ‘wowinder’! Ir's 

& hewuriows teste that reminds me of 

chacolete  andit’s made inet une nt! 

The idea behind 1 just sprinkle Sunchor on « cup of ber 

this advertisement  sie—and st end sip and think show 
is altogether bril- = 


liant in Copytaster's 


| opinion. It is, he 


thinks, the first 
serious attack the 
chocolate firms 
(with one excep- 
tion) have made 


| upon the “nightcap 


market.” 


Benevolent Fund is the ONLY 
charity for musicians. It is the 
only voluntarily supported fund 
“that disburses thousands of 
pounds annually to unemployed, 
sick and aged __ professional 
musicians.” 

Are there others that distribute 
only hundreds of pounds 
annually ? Others that support 

| the orphans of musicians? 
Others that even help amateur 


' musicians? 


In the end I almost have an 
impression that the copywriter is 
more anxious to prevent people 
sending money to the wrong fund 
than to get it for his own. 


SO TOV La 1 BaD 
VYavies TO Usewneo: 


Hell he ond pang = deny que 
et et eng 


The whole thing reads more 
like an advertisement for the 
Fund than an appeal for funds, 
and the cause of all the trouble 
is the word “only.” 

Look at the advertisement 
again and you will see that if 
the “only” is omitted, without any 
other alteration, you have a 
straightforward, dignified appeal : 
but when the “only” comes in, 
the Christmas spirit of goodwill 
goes out. 

If you think I have made a 
mountain of a molehill, think 
again! 

Have you ever been tempted to 

@ Continued on page 24 
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will be publishing its 
annual review 


RRA DAES 


as a supplement in the 
May, 1956 issue of 


Wt 
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an influential market and the full resources of 
Good Housekeeping can support your products as 
. advertised in this issue. Full details from: 

i \ | PE A BA. Oa | 


} 


N _ Advertisements in this issue for domestic 
: N electrical equipment and appliances will reach 
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al their newsagent 


That’s why they spend so long, heads together, poring over 
their copy of House Beaut:ful, the magazine which so 
accurately reflects their own tastes and interests. In its pages 


they expect and find new ideas, new trends, practical advice 


and all that’s best in furniture, fabrics, carpets, floor coverings, 
wallpapers, paints, cookers, heaters, and all equipment for the home. 


They want to know all about your product, they want to see 


and read your advertisement. They are in the mood to buy. 


In your own interests, you must advertise in... 


House Beautiful 


The practical magazine for young home-makers 


G. COLLINGWOOD, Advertisement Manager, 
House Beautiful, 28/30 Grosvenor Gardens, 
London, $.W.1. Tel: SLOane 4591 


PUBLISHED BY: THE NATIONAL MAGAZINE COMPANY LIMITED 
PUBLISHERS OF: Good Housekeeping, Harper’s Bazaar, Vanity Fair, 

House Beautiful, She, The Connoisseur, The Good Housekeeping Books. 
PROPRIETORS OF: The Good Housekeeping Institute. 
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A brilliant ad for the 


nightcap 


make your product seem unique 
by just such means as this? 
* * * 


It must be very difficult for 
one advertising agency to pre- 
pare copy for two such different 
nightcap drinks as malted milk 
and drinking chocolate. I sup- 
pose the copywriters hold a 

ncil in each hand and never 
et the right hand know what 
the left is writing. 

Whatever the method, it cer- 
tainly seems to have worked with 
Sunchoc drinking chocolate. 

The idea that busy people need 
something to “help them to un- 
wind last thing at night’ is alto- 
gether brilliant and if there is 
any justice it should be a great 
success (see page 20). 


A serious attack 


For several years the chocolate 
firms seem to have been seeking 
a new approach to the drink- 
ing of cocoa and chocolate, and 
some of their experiments have 
looked as unrealistic as they are 
original. But I think this is their 
first really serious attack on the 
nightcap market (apart, of 
course, from Bourn - Vita) 
although it is the most promising 
market of all. 

Nobody can be expected to 
have a chocolate party more 


CUMBERLAND 


WESTMORLAND 


CHESHIRE 
NORTH WALES 


SHROPSHIRE 
MID WALES 


DORSET 


NOTTINGHAMSHIRE 


WARWICKSHIRE 


BUCKINGHAMSHIRE 


EERKSHIRE 


HAMPSHIRE + 


market 


than once or twice a week and 
not everybody has a chance to 
have elevenses or five o’clocks, 
but we all go to bed at night, 
every night, and if we once get 
the Sunchoc nightcap habit we 
drink it seven times a week. 
The story seems to be so very 
good because it both flatters the 
reader and it strikes a sympathetic 
chord. 


Reserves of strength 


It flatters her by suggesting that 
she is highly-strung, energetic, 
with hidden reserves of strength 
like a clock that is wound up and 
ready to strike. 

And the sympathetic chord? 

I have never been able to find 
a definition of the magical thing 
that happens when an advertise- 
ment is so designed that nearly 
every woman who reads it says: 
“Good gracious, yes. This is 
really about me. Here's some- 
one who knows just what my 
problems are.” 

It consists, as a rule, I think, 
of putting succinctly into words 
an almost universal experience 
that is so trivial, or so taken 
for granted, that nobody norm- 
ally ever speaks of it. 
Hundreds of thousands (and 

probably millions) of people 
always read a book in bed at 
night, even if is only a page or 


Only the best are good enough 


media; 


Your products deserve the best advertising 
all my papers are the strongest 
weeklies in their respective areas, amounting 
in all to over 500,000 copies per week. Full 
particulars from Fleet Street 2626. 
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two. They will probably say 
that it is just a habit. 

But tell them it is because 
they need a few minutes to 
“unwind” and they will say 
“Yes, of course. That's just 
what it is.’ And because you 
have explained them to them- 
selves, they are your friends 
for life. Or at least for quite 
a while. 


JANUARY 13, 1956 


The whole conception of this 
Sunchoc campaign seems so com- 
pletely right and so convincing 
that the testimonial atmosphere, 
even with so popular a person- 
ality as Mrs. Pickles, seems an 
unnecessary painting of the lily 
white. But perhaps this is not 
quite an impartial opinion. 
Certainly I’m not partial to 
Pickles. 


Specially designed for Dorland House, Regent Street, this BEA 

window display by W. R. Szomanski shows the skiers in movement. 

Production was by G. F. Reynolds & Co., Ltd., in association with 
the BEA display department. 


David L. Clackson 


80 FLEET STREET, LONDON, E.C.4 
Telephone : FLEet Street 2626 


BURY TIMES GROUP. 


BIRKENHEAD NEWS GROUP 
BOURNEMOUTH TIMES SERIES 


CAERNARVON HERALD SERIES 
CHESTER CHRONICLE SERIES 


Representing 


NEWARK ADVERTISER 
ROCHDALE OBSERVER SERIES 


A.B.C. Net Sales in excess of 500,000 
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Commere Hazel Court in a typical shot 
from a forthcoming edition of 
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the new full-colour magazine-film **Shop”’ 


The Man-with-the-Gong 
talks ‘‘Shop”’ 


A NEW “‘sHOP’’ has opened! It is the newest 
idea in screen advertising, created, produced and 
exhibited by the Man-with-the Gong—symbolising 
The Rank Organisation. Like the highly-success- 
ful ‘“‘Tips’’, it is a monthly magazine-film in 
colour. Every edition comprises three 45-foot 
commercial films, each complete in itself but 
linked together into a coherent and interesting 
magazine. Any advertisement can be booked to 
run in any one or more of six self-contained areas. 


And as with all really sound advertising ideas, 


the conception of ‘‘Shop”’ is based on a known need 
—the need of the regional advertiser for economical 
screen coverage of separate areas of Great Britain. 

‘‘Shop”’ has now started its career. ‘“Tips’’ 
is already a four-year-old, going strong. With 
these and with filmlets and two-minute films, the 
Man-with-the-Gong has surely the right answer to 
many a sales problem. Consult him about yours. 
All the Rank screen advertising activities are 
centred in J. Arthur Rank Screen Services Ltd, 
11 Hill Street, London, W.1 (Grosvenor 6353). 
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THE CHANGING MARKET_1: 


Weekly’ Market Research Team 


Continued vigour of independents 


January 13, 1956 


This is the first of a 
three-part study of the retail trade by ‘Advertiser’s 


shown by retail trading trend 


REVIOUS articles in this 
series (ADVERTISER'S 
WEEKLY, November 11 and 
25, 1955) have referred to the 
attention now being devoted 
to the study of what has 
hitherto been one of the most 
neglected sectors in the whole 
area of the economic activity 
of the United Kingdom, and 
in particular to the develop- 
ment of the self-service system 
in this country. During recent 
months, as a result of the pro- 
posals for a five-duy week for 
shopworkers and the attention 
being devoted to resale price 
maintenance, the spotlight of 
public attention has _ been 
focused on retail trade with 
even greater intensity. 
However, before discussing 
the problems facing retail 
traders, the next stage is to 
examine the changes in the 
relative positions of the differ- 
ent types of retail outlet. 


Distortion of pattern 


The study, Distribution of 
Consumer Goods, was an exam- 
ination of wholesale and retail 
trade during the year 1938 — a 
year shortly before the distribu- 
tive trades were to find them- 
Selves constricted, restricted and 
generally obstructed in their 
normal functions. Since 1939 and 
until only recently the pattern of 
demand for consumer goods has 
been distorted—in some fields to 
a greater degree than in others— 
—by the strait jacket of rationing, 
by the shortages of supplies, by 
the incidence of purchase tax and 
the converse, subsidies both for 
food and for housing, and, par- 
ticularly during the war and im- 
mediate post-war years, by ex- 
hortations to save. 

The removal of some, but re- 
grettably not all, of these ex- 
traneous influences, and the pub- 
lication of the Census of Distri- 
bution and Other Services and 
Jeffreys’ Study of Retail Trade, 
1850-1950, provide both the 
background and also the oppor- 
tunity for an assessment of recent 
developments. 

Since 1938 personal expendi- 
ture on goods and services has 
increased steadily both in terms 


of volume and of value. Prices 
have risen considerably, of 
course, since those days and 
therefore in order to gauge the 
increased trade of retail outlets 
of all types, an accompanying 
table (1) shows personal expen- 
diture at constant prices. Figures 
for 1938 are included, and 
although they cannot be re 
garded as precise, they may be 
used as rough estimates for pur- 
poses of comparison. 
Misleading comparisons 

Over the years the quality of 
oods and the raw materials used 
or their manufacture have 
changed ; for example, the use of 
new artificial fibres in clothing 
makes a direct comparison with 
expenditure on clothing in 1938 
with similar expenditure in 1954 
difficult if not impossible. Not- 
withstanding, the figures shown 
are sufficiently reliable to provide 
an indication of the growth in 
consumption. 

Another guide to the growth in 
retail trade, although again the 
conclusions cannot precise, is 
the change in the index numbers 
of values of sales per week as 
reflected in another table (2). 


The figures, of course, do not 
take into account the rise in 
prices since 1950, but an adjust- 
ment of the price indices shown 
in the National Income and 
Expenditure White Paper suggests 
that for individual items the per- 
centage rise in prices between 
1950 and 1954 has been as 
follows :— 


Food and perishables, about 31 
Household goods, about 114-13 
Footwear, about 25 


Table 2. Value of Sales by Large Retailers | 


(Weekly average 1950= 100) 


1950 | 1952 1953 «1954 
EC OES.. eS ae 
100 m7 | (424 132 
wo 6} «(6123 | 136 
100 | 110 «=| ~«125 
100 107 105 i 
100 114 119 133 
100 106 | 106 116 


Source : Board of Trade. 


Women's and children’s cloth- 
ing, about 84 : 
Men’s and boys’ clothing, 

about 22+ 


Consideration of the figures in 
table 2, in the light of the price 
changes, shows an increase in the 
volume of sales of food and 
household goods, a fall in the 
volume of footwear sales, and, 
while the sales of women’s and 
children’s wear by volume has 
increased, those of men’s and 
boys’ clothing has declined. A 
comparison with table 1 bears 
out the conclusions, and suggests 
that the decline in the consump- 
tion of “other clothing” since 
1950 has been in the men’s and 
boys’ section. 


Value of sales 


In order to complete the pic- 
ture, it is necessary to examine 
two more sets of figures, namely 
those for the value of sales 
through the different retail out- 
lets, and, secondly, the changes 
which have taken place in the 
relative importance of retail out- 


Table 1 
Consumers’ Expenditure at 1948 Market Prices 


(£ million) 


Total... .. .. | 8,564] 8,505 | 8,693 
Food ... ... ... | 2,196 | 2,265 | 2,364 
Household goods: 
Dursble... ...| 588) 479| 537 
Other ee 98 96 
Clothing — 


Pootwear...  ... 142 178 186 


1938 | 1948 | 1949 


1950 | 1951 | 1952 | 1953 | 1954 


8,892 | 8,827 | 8,738 | 9,070 | 9,467 
2,449 | 2,446 | 2,421 | 2,498 | 2,593 


lets as outlets of distribution. 

The value of sales pe . 
expressed as an ifidex, for de- 
partmental stores, multiple shops, 
seg societies and inde 


noted that no direct comparison 
is possible between the figures for 
independent _ retailers 
and those for the first nine 
months of 1955. Nevertheless, 
on the basis of the figures quoted 
for 1950-54, it is very notice- 
able that, except for household 
goods, the multiple shops have 
shown greater advances since 
1950 than any other type of 
outlet. 


Striking advance maintained 


However, for household goods, 
the sales in co-operative stores 
made a striking advance between 
1953 and 1954, and the advance’ 
has continued into 1955. It is 
also very noticeable that the ex- 
periences of department stores 
show that, except in the clothing 
and footwear sector, their sales 
have advanced less than any 
other type of retail outlet. 


The final set of figures, which 
illustrates the proportions occu- 
pied by the various types of 
goods sold in the total trade of 
each class of retail outlet, is also 
— (table 4) (page 32). The 

gures relate to 1938 and to 1950 
—unfortunately, no reliable 


@ Continued on page 28 


pe 26 | 
All merchandise 7 = 
; Food and perishables =. we 
Household goods... oe | 
Clothing — 
ag Women's and children's... ..  «.. 
4 ties = aad % a ct ee a 
A AE SE —— 
another table (3) on page 28. 
on The figures, which are com- 
a piled by the Board of Trade, 
are subject to a number of 
limitations, and tae method of 
nt compilation is in the process 
.. of being revised. 
ac The new series for independent 
oes shops has, in fact, already come 
ae Pe into operation, and it should be 
% 3 
. | s093| so] 527] s96| 669 
109 107 107 117 132 
190 | 165 137 158% 167 
4 — 813 136 717| 733 765 ae 
Source : National Income and Expenditure, 1955. Po 
iat 
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DISPLAY CRAFT LIMITED OF LONDON for point of Sale Displays 
88, AGRE LANE, LONDON, S.W.2, TEL. BRI 7871 (4 LINES) 
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Survey of nation-wide 
retail trade activity 


information is available for sales 
since 1950. 

The figures for 1938 in the 
table are those quoted in the 
Distribution of Consumer Goods, 
while those for 1950 are 
estimates derived from figures in 
the Census of Distribution 
—s for 1950. 

n this connection, department 
stores are defined as large shops 
with annual sales exceeding 
£100,000 and with sales greater 
than £5,000 in each of the several 
commodity groups, one of which 
is clothing. Shops classified 
under this Pweg | usually sell 
women’s clothing, household tex- 
tiles and soft furnishings, furni- 
ture and domestic hardware, and 
they may sell men’s wear, food 
and other items. 

The definition of multiple 
shops has been made to coincide 
with that in use by the Board of 
Trade, namely firms operating 
retail establishments with 10 or 
more branches. 


Defining the outlet 


In the Distribution of Consumer 
Goods the definitions are: for a 
department store—a store posses- 
sing five or more separate depart- 
ments under one roof, usually 
with some _ physical _ barriers 
between one department and the 


Selling 


the four corners 


The pleasures of travel are 
legion whether your taste 
dictates the sea, the air or the 


next, while a multiple shop is a 
shop owned by a firm which 
controls five or more retail 
branches. 

Finally, there is the qualifica- 
tion that in the Census Report 
there are certain omissions in the 
analysis of the sales of food and 
perishable goods by department 
stores which may have caused 
the percentage to be under- 
estimated. 

From table 4 (page 32) it will 
be seen that the strength of the 
co-operative societies, both in 
1938 and in 1950, lay in the field 
of food and perishables, and 
equally for the multiples and the 
independent shops this sector 
was a major field of activity. As 
regards the department stores. 
the main activity was in clothing 
and footwear, a sector in which 
the multiples between 1938 and 
1950 greatly extended their 
enterprise. 


Factor of food 


Turning to developments be- 
tween 1950 and 1954, Mark 
Abrams, writing in The Times 
Review of Industry in 1955, 
drew attention in’ one of his 
articles to increases in the 
value of retail sales of 39 per 
cent for food, the sector in which 
lies the strength of the co- 


operatives, multiples and inde- 
pendents; of six per cent for 
clothing and footwear, the field 
in which lies the main activity 
of the department stores ; of 25 
per cent in household goods, 
again a main activity of 
department stores, and of 22 per 
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cent for all other goods. 

It is not surprising, therefore, 
with the background shown in 
table 4, that total retail sales by 
type of shop should have shown 
the results set out in table 5, with 
the department stores reflecting 

a Continued on page 32 


Table 3 


Index Numbers 


| Department | 


of Values of Sales per Wee 
(Average 1950—100) 


Incl, di 


Lultiol | r) 
v 


- o-op ? 
stores shops societies | retailers 
ALL MERCHANDISE :- 
1950 100 100 100 100 
1951 102 113 108 na, 
1952 99 121 118 = 
1953 102 128 126 | _ 
ee 110 137 128 | 
1955 (January to September) . 106 138 135 130° 
FOOD & PERISHABLES :— 
1950 100 100 100 | 100 
1951 itt 112 108 na. 
1952 113 124 123 | - 
1953 116 133 132 _ 
1954 125 139 135 _ 
1955 (January to September) 125 \44 141 144° 
HOUSEHOLD GOODS : 
1950 100 100 100 } 100 
1951 | 103 113 116 j 112 
1952 96 110 111 109 
1953 sia vad 100 125 121 120 
1954 a ‘ il 137 143 132 
1955 (January to September) 113 121 150 135* 
CLOTHING & FOOTWEAR : 
1950 100 100 100 | 100 
1951 100 116 106 100 
1952 99 120 98 95 
1953 a9 124 94 | 94 
1954 105 140 a. ae 
1955 (January to September) . 100 138 96 | 105* 
* New series. n.a.—not available. Source: Board of Trade Journal. 
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@ The display was designed and produced in quantity for Canadian 
Pacific, overall size 6’ 0” x 2’ 6”, printed in 13 colours 
(including Fluorescent route) on hardboard. 


land. 

Priestley Displays have been 
preferred by leading travel 
firms for many years. By 
word and picture they paint 
new horizo y 
encourage the wanderlust. 
Priestley’s artists and 


PRIESTLEYS of Gloucester 


craftsmen work as a team to 


produce telling and selling 


displays. 
35 years of first-class 


production and presentation 


is at your call. 


COMMERCIAL ROAD, GLOUCESTER. 

22 BUCKINGHAM STREET, E.C.2. 

70 CAROLINE STREET, BIRMINGHAM 3. 
VICTORIA BUILDINGS, 32 DEANSGATE, MANCHESTER, 3. 


Masters of Display 


AND AT CARDIFF. 


TELEPHONE 22281-4 
TELEPHONE TRAFALGAR 4277-8 
TELEPHONE CENTRAL 1941 


TELEPHONE BLA 3851 
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The good things he sees advertised 
on David Allen poster sites stay in 
his memory. 


David Allen sites are strategically 
placed between residential areas, 
shopping areas, and places of work, 
throughout Scotland, North East and 
North West England, North Wales, 
Northern Ireland and Eire . . . ready 
to remind people at all times of 
your product ! 


Coe ON cy) A.- David Allen & Sons Ltd., 7, Buckingham 
(ee U6 ie Palace Gardens, London, S.W.1. 
wy) Vg ) | Telephone: SLOan 0711. 
' Telegrams: Advancement Sowest London 


AREA OFFICES IN GLASGOW, NEWCASTLE UPON TYNE, LIVERPOOL, BELFAST, DUBLIN 
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THE UPWARD TREND OF INDEPENDENT TELEVISION (8 
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Midiand ITV will 
double your audience! 


A MILLION AND A HALF VIEWERS for a television station which has not even started. Incredible? No, that 
is simply a careful estimate of the audience for ITV Midland transmissions when they begin on February 
17th. By then, some 400,000 Midland homes will be able to receive the new programmes. 


Conversions going ahead fast. 


Such a good start is not without cause. Midlanders are enthusiastic for the new programmes, of which 
they have heard so much. And ATV, with ABC Television, have spared no effort in advertising to get the 
greatest possible number of conversions before the opening date. Dealer research just completed shows 
that both conversions of sets and fitting of aerials are well ahead of the rate reached before the London 
station opened. Moreover, because of the frequency of ITV Midland transmissions, hundreds of thousands 
of multi-channel sets will receive the Midland programmes without new aerials. 


Programmes well-established. 


For ATV, eontractors for the Midland weekday programmes, this is another step in a triumphant career. 
And to the Midlands they will bring all the benefits of their great experience and success in London. 
Midlanders will see such established ATV favourites as ‘I Love Lucy,’ ‘TV Playhouse’ and ‘ Robin 
Hood;’ as well as simultaneous relays of top London weekday shows like ‘ Double Your Money,’ ‘ Dragnet,’ 


‘Take Your Pick’ and ‘ Gun Law; and many new star-studded programmes specially tailored for Midland 
tastes. 


Bonus for advertisers. 


Time on ATV in the Midlands will be a very good buy indeed. Time costs are half the London rates, and 
the overall cost—when the spread of production charges is taken into account—is less than half. In other 


words, London advertisers can double their audience at less than 50% increase in cost. This is a fact which 
no advertiser can afford to ignore. 


Shopping days are weekdays. 
In the Midlands, competitive entertainments are much fewer than in London. This means a large 
audience, a receptive audience—and it is a prosperous audience. Here, therefore, is an opportynity which 


no advertiser can afford toignore. Shopping days are weekdays. And weekdays are ATV days. Book 
your time now. 


ASSOCIATED TELEVISION LIMITED, TELEVISION HOUSE, KINGSWAY, W.C.2. Telephone: CHAncery 4488 
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Independent traders are 
holding their own 


Table 4 { 
' Percentage Sales Distribution, 1938 and 1950 | 


Department | Multiple Co-operative Independent 
stores } shops ' Societies ret s 
. -| ES 
1938 \ 1950 1930 | 1 1938 | 1950 so | 1938 | 1950 | 1938 | 1950 
a Bi. Se 
| 

Food & perishables| 8-5 | 30 | 51-0 | 53-0 k 72:5 | 72-0 0 | 510 
Clothing & footwear | $95 | 340 | 220 | 330 | 130 | 125 | 130 | 170 
Household goods .. 320 | 300 | 270 | 130 | 145 | 65 | 370 | 11-0 
Other — |30| — | 10] — 90} — | 210 

100-0 | 100-0 | 100-0 | 1000 besa | 100-0 100-0 | 100-0 
Se a a ee "Source : Investor's Chronicle. eS se 


the lowest percentage increase. 

What has been the experience 
of the different types of retail 
outlet and why has the progress 
since 1938 in their sales been so 
varied ? 


Status of independents 


First, as regards independent 
shops, which themselves vary 
from the tiny converted front 
room in a private house run by 
the wife, while the husband 
works during the day in a fac- 
tory, to the large shop operated 
by a limited company with self- 
service appointments and a staff 
numbering anything up to 50 or 
60. 


Charles Pierce is best known for 
his Scraperboard drawing of great 


Wood Engraving of Country scenes 


R.A.F. during the War and paints 
landscapes for Fine Art as a hobby. 
This drawing was commissioned 


for ‘The Field” by S. H. Benson Ltd. 


and subjects. He served in the 


CHARLES PIERCE OF 
INTERNATIONAL ARTISTS 


tributed between other 
clothing and footwear and 
household goods in that order. 


Holding their own 


Between 1938 and 1950 the 
proportion of their sales attri- 
buted to clothing and footwear 
increased from 13 per cent to 17 
per cent. In the field where their 
main activity is concentrated, the 
value of their sales. based on 


variety but also does a lot of 


the figures in table 3, in so far as 
they reflect the trend accurately, 
have kept pace with that of the 
other types of outlet. 

Thus it appears that, to the 
extent that the independents deal 
in food and groceries—a sector in 
which the volume of personal 
consumption has increased 
steadily since 1938—they have 
not suffered unduly from the 
competition of the other types of 
outlet. 

The degree of attention which 
independent retailers, especially 
in the small shops, pay to stock 
turnover is unknown, but it is 
probable that in this respect their 
efficiency is not as high as that of 
their competitors. Furthermore, 
they do not have the opportunities 
for large scale buying from which 
other retail types are able to 
derive benefits, nor, as opposed 
to the multiples, do they have the 
benefit of standardised fittings 
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which reduce the cost of equip- 
ping a shop with new equipment. 
(To be continued) 


Facts of life 


Whitaker's Almanack (1956), published 
by J. Whitak Sons, Ltd., price 


taker & 
17s. 6d. 

THis YEAR'S edition (the 88th) 
carries many new statistical tables 
including two dealing with the 
cost of living. 

They are the Ministry of 
Labour's Interim Index of Retail 
Prices, showing the level for each 
month from June, 1947 to 
August, 1955, and detailed figures 
for the month of June, 1955. An 
explanation of the tables is given. 

wo more new tables show the 
distribution of personal incomes 
in this country in 1954 and details 
of personal ‘spending on goods 
and services. 


Table 5 
. 
Total Retail Sales by Type of Shop, 1950 & 1954 
: (£ million) 
Per cent Per cent | Per cent 
1950 | of total 1954 of total increase 
= | } “ o=s 
Multiples* .. iss | 24 =| 1,580 | 2 | 3 
Co-operatives . 595 12 | 790 13 | 32 
Department stores 310 6 330 5 | 10 
Independents ... 2,860 $8 3,550 | 37 } 24 
4,920 100 6,250 100 27 
| 
* Organisations with 10 or more neoncien. I AS 
Source : Developments in the Retail Trade by Mark Abrams, Times Review of Industry, 


Mav, 1955, page 10 
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does this complete } 


MEWS cove rage exist 


: The people who bid for Public Works and other Constructional projects 
hy Seonger Raced tome g read The Contract Journal’s up-to-the-minute news and announcements 
ing and civil engineering industries on Thursday morning. Regular features include latest developments in 

THE BRITISH CONSTRUCTIONAL construction methods, plant and materials, tenders invited and contracts 
ENGINEER awarded. 
is a must for export schedules 


Specimen copy and rates on request. 


CONTRACT JOURNAL 


The Journal the Building and Civil Engineering Industries Pay to Read! 


THE CONTRACT JOURNAL CO., LTD. : 32 SOUTHWARK BRIDGE ROAD : LONDON, S.E.1 
Telephone : Waterloo 3411 
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Our clients include: 
HOOVER (WASHING 
MACHINES) LTD. 

SHZLL MEX & B.P. LTD. 


BRITAIN) LTD. 
MASSEY-HARRIS-FERGUSON 
(MANUFACTURING) LTD. 
ESSO PETROLEUM 

co., LTD. 

ROTARY HOES LTD. 

J. &. SHAY LTD. 


NATIONAL BENZOLE 
co., LTD. 


REGENT OIL CO., LTD. 
LONDON TRANSPORT 
EXECUTIVE 


ROAD HAULAGE 
ASSOCIATION 


SINGER MANUFACTURING 
co., LTD. 


J. LYONS & CO., LTD. 
THE BRITISH LEGION 


PEPS! COLA LTD. 


HELENA RUBINSTEIN 
LTD. 


associated | is}! @ ) transfers Itd 


* 


it’s quicker — 
more brilliant — 
longer lasting 


Our unique experience in 
Transfer technique can help to 
solve your marking and display 
problems in the modern and 
economical way. 

HUNDREDS OF 
INDUSTRIAL 
APPLICATIONS 

include nameplates, operating 

instructions, diagrams, warn- 

ing notices, etc. - 
BRILLIANT POINT-OF- 
SALE TRANSFERS 

are the most effective method 

of window advertising. 
DESIGNS 

Our process with the use of 

brilliant colours ensures per- 

fect reproduction of the most 
intricate designs. 
EASY TO USE 

No special skill is required for 

application. 

Solve your marking and sales 
problems— 


Write or ring today: 


176-188 Acre Lane, Brixton, London S W 2 
Telephone: Brixto. 2057 (4 lines) 


| govern all 


| George 


TRADE MARKS * WINDOW PUBLICITY - PRODUCT LABELLING 
BULK CONTAINER MARKINGS « VEHICLE MARKINGS 
INSTRUCTION AND OPERATING PANELS ~ CALIBRATIONS 
WIRING DIAGRAMS « WARNINGS - NOTICES - ETC. 
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Commercial Television 


Comprehensive guide to 


the new medium 


A new book has just been published which will be of the greatest 

value to all who use—or contemplate using—commercial tele- 

visiou. Apart from facts about the existing agency services details 
are also given about equipment manufacturers. 


A REFERENCE _ book 

which should prove a 
valuable addition to the book- 
shelf of advertising agencies 


and all engaged in commercial 


tel-vision is now available. 
The fullest and most complete 
record of the new medium yet 


| published in Britain, Commer- 


cial Television Year Book and 
Directory* is a book of facts. 

The book’s 244 pages are 
divided into two parts. In the 
first, a series of articles — all 
written by acknowledged experts 
—covers many aspects of the 
television medium. 


Past and future 


Background to the introduction 


| of commercial television is given 


in a short survey and the whole 
set-up and role of the Indepen- 
dent Television Authority is 


| given, 


The Television Act, 1954, is 
analysed and the legal angle 
defined in another article. 

An outline of the ITA’s prin- 
ciples for television advertising— 
a code of television advertising 
conduct—covers the rules based 
on the recommendations of the 
Advertising Advisory Committee 
appointed by the ITA, which 
advertising on the 
Authority’s service until further 


| notice, 


Another important article—by 
Tringham — highlights 
the viewpoint of the advertising 
agency; “An exciting, challeng- 
ing new way to increase sales” is 
the title of his article, contributed 
by arrangement with the Institute 
of Practitioners in Advertising. 


Financial outlook 


This is how Mr. Tringham 
sums up the agency's viewpoint: 

“It seems quite certain that no 
advertising agency is going to 
make anything but a loss out of 
commercial television during the 
first year, and probably for a 
good deal longer. No doubt 
things will settle down and many 
of the headaches will disappear. 
But it seems likely that even in 
the years to come, agencies will 
have to work harder for their 15 
per cent on commercial television 


* Commercial Television Year 
Book and Directory, published by 
Business Publications Ltd., Mercury 
House, 109-119 Waterloo Road, 
London, S.E.1 (price 35s.). 


than on any other form of media. 
“Nevertheless, if it brings 
increased sales for the client, 
they will grin and bear it—it's 
just a part of the agency 
service”. 

The second part of the book 
comprises directory sections, 
which will prove particularly 
valuable to the harasséd agency 
television executive, producers 
and all who are engaged in the 
medium. 

These sections include particu- 
lars of 232 production companies 
and units; 351 advertising agen- 
cies and their television clients ; 
107 directors, producers, script- 
writers, etc.; 104 _ television 
artistes’ representatives; 471 
firms providing specialised ser- 
vices; 393 television equipment 
manufacturers and suppliers; 53 
training schools and coaches ; as 
well as lists of public relations 
services, trade and professional 
organisations, research facilities 
and a list of advertising organisa- 
tions in 20 countries. 


Survey of equipment 


Complementary to the direc- 
tory of television equipment 
manufacturers and suppliers is 
a comprehensive survey of tele- 
vision equipment; arranged in 
alphabetical order of firms, this 
survey gives detailed particulars 
of the types of equipment sup- 
plied by each individual firm. 

A classified list is also pub- 
lished, making it a_ perfectly 
simple matter to  cross-check 
which firms supply a particular 
item of equipment. 

As Sir Kenneth Clark, chair- 
man of the ITA, says in his fore- 
word to this first edition “. . . the 
lists of people and organisations 
which are given in this Year 
Book show that there will be no 
shortage of fresh ideas and indi- 
vidual enterprise.” 

Referring to the great responsi- 
bility of transmitting television 
programmes into millions of 
homes, Sir Kenneth draws atten- 
tion to the fact that while the 
British Broadcasting Corporation 
has a high tradition of broadcast- 
ing reaching back over some 30 
years, independent television 
began only on September 22 last. 
But, he has continued, “I believe 
that the sense of responsibility 
shown towards the medium and 
the viewers by the programme 
contractors gives hope that 
independent television will create 
a no less werthy tradition of its 
own.” 
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MBELECTRICAL WORKS 2 


ry ‘ SISPLAY CONSTRUCTION 


- CDE; : é 


4,000,000 cubic feet... 


of Factory space employed by us are busy producing all kinds of three-dimensional sales aids that have 
made C.D.O. quality and service renowned throughout this country to men engaged in the art of advertising. 
To say more would be to spoil it . . . but, seeing is believing, and that is why we would like you to tell us when 
you are able to come and see if what we are doing here may be of use to you in your own sales campaign. 
We make here shop-fronts, scale models, sets and scenery for commercial T.V., travelling exhibits, counter 
aids, window displays, animated * attention-catchers ’ and lots more—but ‘you will also have a glimpse of 
our development work, which ensures that displays made by C.D.O. tomorrow will be way ahead of what 
is being used by your competitors today. 


CITY DISPLAY ORGANISATION 


30 UXBRIDGE ROAD - LONDON, W.12 - *SHEPHERDS BUSH 1281 
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A NEW JOURNAL 
for Hotels and Caterers... 


CATERING 
EQUIPMENT 
NEWS 


A controlled circulation journal for the 
Hotelier and Restaurateur 


qi 


ISING costs, shortages of labour and statutory control of workers’ 
R hours and wages in hotels and catering establishments are problems 
which can be solved only by greater labour saving efficiency. 

The dramatic rise in rateable values has added yet another headache to 
overburdened hoteliers and restaurateurs. To-day any machine or piece 
of equipment which saves labour is an asset — greater in its true value 
than its monetary cost. To please the public at a profit a hotel or 
restaurant must be directed by modern ideas backed by the latest 
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equipment. Catering Equipment News is to be published monthly to 
provide those who run hotels and restaurants and catering activities with 
the latest information about new equipment, supplies and services which 
will be useful and profitable to these establishments. Cooking ranges and 
carpets, pots, pans and pickles, ham slicers and hair dryers, furniture. 
furnishings and food products — everything and anything which can possibly 
be of help in cutting costs, promoting hygiene and above all pleasing a 
fickle public, will appear in the editorial section of Catering Equipment 
News. All articles will be brief but highly informative, well illustrated 
but not padded. 


CIRCULATION 


Catering Equipment News will have a guaranteed circulation of 20,000 
monthly, confirmed by a proof-of-circulation certificate. Editorials and 
Advertisements will have reference numbers to help readers make 
enquiries about the products shown. A prepaid enquiry form is provided 


with each copy of the journal. 


TYPE OF READERS 


Catering Equipment News will be read by :— 


Hotel and Restaurant managers, chefs, and buyers for catering groups. 
Managers or Committees controlling industrial canteens. 

Catering advisers to H.M. Forces. 

Matrons and Domestic Supervisors in Hospitals, etc. 

Authorities responsible for running and equipping school canteens. 

Hotel and catering departments of British Railways. Air lines. 
Victualling superintendents of Shipping companies. 


Specimen copy and Advertisement rates from : 


TOTHILL PRESS LIMITED 
33 Tothill Street, Westminster, London, S.W.1 
Telephone : Whitehall 9233 
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The achievements of the British screen printing 


industry are second to none and— 


JANUARY 13, 1956 


New silk sereen methods can give 


added appeal to the campaign 


By H. ASHFORD DOWN, 
managing director, Display Craft Ltd. 


CREEN printing to-day is 

making world wide progress, 
and as one who is constantly 
making technical comparisons 
between British screen printing 
and specimens sent to us by 
other countries, it would seem 
to me that we in Britain have 
achieved a general standard of 
printing which could compare 
favourably with the work 
in any other country. And that 
includes the United States, 
where the process has achieved 
such an outstanding success. 

The Americans claim that 
screen printing as a graphic art 
is making more dynamic progress 
than any other phase of printing. 
It is certainly a fact that each 
year sees the creation of new 
methods and techniques which 
make it possible to reproduce 
faithfully an artist’s original, thus 
avoiding the watering down so 
often necessary with our print- 
ing processes. 


Preferring the visual 


Drawing upon my own direct 
experience, may I, then, place be- 
fore you details of some of the 
new methods which have, during 
year, 


the last made screen 


This charming crayon drawing 
was reproduced by Display Craft 
Lid., for the Clarks shoes 
organisation. A new material, 
“Diracop,” was used. 


Remarkable advances have lately been made in 

the techniques of British screen printers so that 

a great variety of effects can be achieved. New 

materials are also opening up fresh possibilities 
for the process. 


wl Kolynos 
SUPER-WHITE 


For this Kolynos showcard a new 

photo stencil making technique 

was employed. The original was 
a scraper board drawing. 


printing outstanding as to tech- 
nical achievement. 


First of all let me take a series 
of showcards produced for 
Clarks’ shoes. Here was a case 
where the print buyer preferred 
the artist’s visual to the finished 
artwork, and we were called 
upon faithfully to interpret a 
crayon drawing which was, 
nevertheless, delightful in_ its 
whimsical presentation of the 
subject. 

Until recently, this would 
have been an impossible task 
for any screen printer, but the 
advent of a new material called 
“Diracop” made it possible for 
us to place this semi-trans- 
parent material over the 
original and redraw the 
artist’s crayon design in order 
to bring out the delicate shaded 
effects which were used in the 
original. 

A sales campaign for Ballito 
hosiery, planned by G. S. Royds 


Ltd., gave us a new challenge. 
We were asked to produce four 
striking figures by “Rix” in as 
few colours as possible, and also 
a “Portfolio for selling,” which 
was included in this campaign 
(incidentally, this scheme was so 
successful that a reprint had to 
be executed at short notice). 
These sales aids were produced 
from photographic and hand-cut 
stencils and “Diracop” to give 
the half-tone effects on the faces 
of the life-like “Rix” cut-out 
figures, thus enabling us to re- 
produce the delicate brush tints 
which the artist used in his 
original. 


Proof of quality 


As a positive proof that the 
screen-printing process is one of 
the best methods of reproducing 
the artist's original, consider the 
following. 

A government department de- 
manded an exact reproduction of 
an impressionistic drawing with 
lots of deft and telling sweeps of 
the artist's brush. The job was 


@ Continued on page 40 


One of the figures by “Rix” which 

were screen processed for a 

Ballito campaign. Half-tone 

effects were produced on the 
faces. 


{ Eight-colour poster production 


Bees dtl se 


This silk screen poster has been used in all 300 branches of Sketchley 
Ltd. Designed by W. R. Szomanski, eight colours were used. 
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ECKERSLEY 
ANDRE FRANCOIS 
, HEINZ KURTH 

i : HERBERT LEUPIN 


t 
: ‘JEAN COLIN 
| 


These famous names 


recognised 
| artists, designers 
Ss aan photographers 
are exclusively 
represented by the 
Artist Partners 
Organisation 


ARTIST PARTNERS LIMITED 


44a, DOVER STREET, W.!. 
HYDE PARK 9941 (10 LINES) 


TOP LEFT TO RIGHT 
HEINZ KURTH, commissioned by 
SAWARD BAKER & CO. LTD. 
ANDRE FRANCOIS, commissioned by 
COLMAN PRENTIS & VARLEY LTD. 


BOTTOM LEFT TO RIGHT 
HERBERT LEUPIN, commissioned by 
DUDLEY TURNER & VINCENT LTD. 
JEAN COLIN, commissioned by DOLAN 
DAVIS WHITCOMBE & STEWART LTD. 
ECKERSLEY, commissioned by 

C. MITCHELL & COMPANY LTD. 
SAVIGNAC, commissioned by 

LAMBE & ROBINSON LTD. 


EDAZ boils whites 


‘ a ‘nae 


We eases - 


|: 
| 
7 
, 
. . 4 
| | internationally ay 
‘ Li ‘a 
7 : 4 
. 7 be 
l : 
- &) 4% A it? Z ; +s : 
ce ae ee Be 4 a: be : See tas ea . , 5 Fe ay 
yo be on Aa ™/ a5 & 2s a 
90- DELICIOUS ‘72 7 = YY as { 
meee es | T¥ =e 1 Soe 
~ y ¢ te \ t ‘} ds oe ih a | 
eet m ; eae. a _ : 
a r. ’ o F 4 vj ee : oe . eo “4 a 
; a ee f pp i. 7 
; . % ; & ‘i : % 
ae af : . = s @ 

_ \CHATY | 
\ : 2 "yp" ie i 3 J : 
bs Wen cake TE VEN Ie 

; 4 BE VOOOOKS, : so yg aa ane ‘ Labi = 

- ORO OO ee fe ba a 
ie 5 ia 
—— - 59 re Ne é 
—————ei i é — 8 ie ‘in 
ee ae | ae — ee! he 
; ; i * Ba = 3 ae i f mee Me pes a Zs nets a ] cae oe 5 
— a a \ ee fe - 
— ia et Sorte a me Et OR ‘at F 2 a 
: rants 3 “Meee oe i aN ae — — 
ine -e Z ae a : P i 
a deisininaldadoateal i, , ee é y 
; , Been i See eR ee os ; : / 
é: . oC 7 Le a oa f. Re = 
: A # oo 2 os « Pe lts BLUE! a 
‘ : , , & 3 : 
ys x by N ; q i : es Be i 
a = 
+ «. Be 
we i Ae ea ad a : 
4 “aa * ares 1 - aa . % ‘3 Bk ae ee 2» | 


ADVERTISER'S WEEKLY 


Screen printing advances 


aid the ad 


duly completed and two pre- 
liminary prints sent to the client, 
one on paper and one on card 
(which was the material ordered 
for the job). 
Through a delivery error, 
the artist's original was not re- 
turned with these two prints, 


The use of a comparatively new 

material enabled too | Craft 

Lid. to obtain unusual effects 
with this lipstick sales aid. 


campaign 


but the clients sent back word 
to say that they were delighted 
with the job and that it was a 
perfect reproduction. Our paper 
proof had been mistaken for 
the artist's original. 


Another success last year was 
a sales aid for Revlon lipstick 
produced by us in co-operation 
with McCann-Erickson Ltd. A 
comparatively new material, 
“Zippertone,” was used to repro- 
duce a mechanical tint, and 
“Diracop” was used with telling 
effect to produce the graduated 
shading on a giant lipstick-holder. 
Only five colours were used for 
printing, but by using the fore- 
going modern adjuncts to the 
screen processor’s art a most 
attractive and colourful display 
piece was produced. 


Better image obtained 


Other new materials which 
have recently come into use are 
“Kodalith” and “Formalith,” 
which have enabled us to make 
considerable improvements to 
our photographic stencils. These 
—— give an image which is 
a utely opaque right up to the 
edges, ean wieh fis possible 
to make a stencil which will 
print the finest detail. 


This screen processed display unit 
for the Youthlines company was 
designed by Winston Clark 
Studios Ltd. and went to 
stockists all over the country. 
The unit measured four by three 
feet and the colours used were 
pale blue (background) with 
black for the swan and red for 
the flowers. The rest was white. 


A recent job for “Kolynos” 
provides an excellent example of 
the faithful reproduction obtained 
of fine scraper board effects. 

The screen printing industry 
has gone from strength to 
Strength in the recent past. It is 
continuing to expand, and the 
services we can give to advertisers 
are ever improving. 
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Ad Man’s 
Bookshelf 


Guide to U.S. 


mail order 


Mail Order Business Directory, 
lished by B. Klein & Company, 
York 19, N.¥., $10. 

J hep comprehensive directory 

contains the names of over 
1,200 successful American mail 
order firms. In addition, it lists 
buyers, products and locations. 

“The companies listed in this 
easy-to-use directory,” a 
Bernard Klein, president, “all buy 
products for resale through the 
mail. Anyone who manufac- 
tures or distributes merchandise 
(or even services) will find this 
valuable new publication a neces- 


sity. 
Expanding sales 

“United States government 
figures show mail order sales 
greater than ever. Nowhere else 
can a businessman find such a 
comprehensive listing of mail 
order companies which can sell 
his products and increase his 
profits.” 

B. Klein & Company are 
publishers of business directories 
and their recent Guide to Ameri- 
can Directories for Compiling 
Mailing Lists, gives a complete 
listing of al] current business 
directories and publications. 


what's 
your <- 


TANGY 


A small addition to the cost of 


packaging can bring a big 
increase in sales and profits. 
For hand-made fancy boxes to 
market your special lines you 
cannot do better than consult 
THE PACKAGING SPECIALISTS 


& 


Johns, Son & Watts Limited, 2-4 Epworth Street, London, E.C.2. MONarch 7408 


SC 40 
tint, ee ‘ 
BP 4 Fe Gca/t & po 
\ AA te = = 
P- 4 
aa 
Sf. mm 
yrs. are | 
ce i a 4 
re bd he ee Oe Oe 
me aac > Vide \\\.. 
Sa ae Sear ‘ ‘ 
og wee eT a i 
a i - 
‘ne bs eet Ee 
eins He m1 ee ae 
Tec ay ene 
oF ales ond, Par ¢' 
ee ig 
Poe ee 
nae jo ee a 
ees aes: ae ves, 
“5 : a - 
~ one y ay V 
/ Sa * F ve y 
: e Saas — ay Sat i f Ay as 
— Boy. ae “a (oes: » , 
. >. = Oo 
Sa eee y. a | 
+2 8 re “a 2 by. e 
Pi & reely - 7 iO , A 
DP iets. cae * A < ¢ , 
a gg 2 Cx 
>, : eh ‘ a tT 
| — a ee 
é aa  ~ ia 
a ‘ = . 
he fs . 22-8 ry > < 
5, , - $ saad] F > 1 
| | i hee : | < 
; 7 e an 
‘’s 4 So 
. | a al i 
; <= , é 


Mr. Greville also won 
the ‘Child of the 
Month’ competition 


s (London Centre) in 
CHILD OF THE YEAR i rena 
(on the film of the year) convudaney ater 
"Kodak Chemicals. 


CONGRATULATIONS to Greville of Watford on winning the 1955 _ on ‘Kodak’ 
1.B.P. ‘Charming Child’ competition with this jolly picture of eight-year-old 
Nigel Moore. It gained first prize out of 5,000 entries. i ee ee ee eS 


‘PANCHRO-ROYAL’ sneer rium 


Kodak Limited, Kodak House, Kingsway, London, W.C2 
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An eye-cateher... 


...by ACRO 


Yer another successful merchandising 
unit produced by Acro Marketing Ltd., 
for Lewis Berger (Gt. Britain) Ltd. 

We believe that this approach can also 


be applied effectively to bring you 
bigger sales. 


Prominence at the point of sale is all 
important and we can assist you to 
achieve it. 


Write, phone or call 


a 
7 


> 
os 
$ 
: 
q 


Oy ADVERTISING DIVISION 
9 WARWICK COURT, LONDON, W.C.I. 
Telephone: CHAncery 5654-5. 
PODUDDOUDDEDODSOGODODERODDOREEOUGOODUDLODEOEOEODSOGUOUCROROOOOEORODDOEODODEODODEDEOEN 
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DUBLIN NEWSLETTER 


From Edward F. MacSweeney 


1 
| 
| 
I 
| 
I 
| 
| 
I 


Farm organisations may 


launch new 


OTING the success of 
the campaigns to promote 
butter against margarine, and 
to increase milk consumption 
in Dublin, farmers’ organisa- 
tions are expected to give 
attention to focusing interest 
on other agricultural products 
this year. 

The new National Farmers’ 
Federation is a progressive body. 
with a widespread coverage of 
the country, and for its general 
secretary they have a man, Sean 
Healy, who already has an excel- 


, lent record in handling public 


relations (as well as the secre- 
taryship) of Macra na Feirme— 
the Young Farmers’ Association. 


President of the Irish 
| Creamery Milk Suppers’ Asso- 
ciation, C. Fletcher, has 


| Advertising Service ; 


} 


announced that the initial butter 
campaign cost £8,000; the Irish 
Cream Exporters’ Association 
has agreed to contribute £5,000 
towards the financing of a new 
campaign to which Mr. Fletcher's 
organisation will also contribute 
an unannounced sum. 

The “Milk” campaign, con- 
fined to the Dublin District, has 
been carried out by O'’Keeffe’s 
16-sheet 
posters were used, and these 
were supplemented by bright bus 
slips designed in the O'Keeffe 
studio. There has been a notice- 
able increase in the use of bus 
slips within recent months, and 
among the latest users are the 
Department of Health (with 
humorous drawings and couplets 
in an anti-sneeze campaign) and 
Varian’s, brush manufacturers. 


* om” - 
Desp!te THE formal! ban on the 


| inclusion of Christmas carols in 


sponsored programmes broad- 
cast from Radio Eireann several 
carols were used during the two 
weeks preceding the Christmas. 
There was apparently no official 
relaxation of the ban, but it was 
applied with discretion and the 
order appears to have been issued 
with the laudable intention of 
preventing a surfeit of carols and 
what might have been regarded 
as mock-religious sentiment in 
advertising programmes. The 
programme producers’ main dis- 
sent now appears to be the fact 
that the ban was announced when 
programmes had been planned ; 


| early notice would have given 


time for discussions and mutual 
adjustments. 

Talking of sponsored radio, 

Edward H. Thornton, director 


campaigns 


of Opinion Research (Ireland) 
tells me that his organisation 
has been responsible for seven 
audience research inv 
tions since October 1953. In 
all, some 10,000 people aged 
16 and over have been inter- 
viewed in all parts of the coun- 
try ; he is, he adds, perfectly 
satisfied that the average listen- 
ing at some time during the 
period from 1 p.m. to 2.30 p.m. 
is about 60 per cent in winter, 
dropping to about 50 per cent 
in the summer months. 
During the August-October 
period, Mr. Thornton's organisa- 
tion carried out a survey on 
American tourists in Ireland on 
behalf of the European Travel 
Commission. 


Television ad_ programme 


Aer Lingus starts its television 
advertising from London on 
January 29 with two 30-second 
advertising films alternating on 
Saturdays and Sundays in the 
7.30 p.m.-8 p.m. segment until 
April 21; the coverage will 
spread to the Birmingham station 
for the February-April period and 
to Manchester in May and June. 
In addition to the 30-second films 
a number of “spots” are being 
taken. The business has been 
handled by Foote, Cone & Beld- 
ing and the film (using Irish 
players) was made by the Ad- 
Vision people. 

The company’s publicity de- 
partment has made it clear that 
while it has entered the television 
field this does not mean that 
“other well-tried methods will be 
pushed out of our schedules. It 
simply means that a new adver- 
tising weapon has been added 
to our armoury which has proved 
itself in the past and is adaptable 
to the needs of the future.” 


{Spending money} 

RECENT FIGURES published by 
the Central Statistics Office in 
Dublin show that in the Dublin 
area (population approximately 
570,000) £15,723,000’s worth of 
groceries were purchased in 1,380 
retail shops during 1953. Grocers 
themselves, however, are far from 
satisfied with the figure—or with 
some manufacturers’ advertising. 
Their organisation is to discuss 
with the manufacturers’ body the 
practice of announcing price 
reductions in press and radio 
advertising, but never giving the 


@ Continued on page 44 
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ADVERTISER'S WEEKLY 


FOR 


HEAVENS SAKE 


LETS SEE SOME 


isplay Ideas 


We are one of the largest \ 
advertisers in Britain and . 
one of the world’s largest \ 
manufacturers in our field. : 

If you have a really new . 
merchandising idea — let \ 
us know. 
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—a This, 
together with other contribu: 


Send now for rates and data 
or ring WATerloo 3388 


Furnishing 
World 


The leading Weekly Journal of the 
Furniture and Furnishing Trades 


Mercury House, 109/119 Waterloo Road, London, S.E.1. 
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|Showroom redesigned to 


aan 


es 


highlight typewriters 


a= 


N example of how clever designing can turn an “L” shaped room 
with a partially closed frontage into a modern showroom with 
maximum access for public viewing has been provided by the main 
London showroom of Imperial Typewriter Co., Ltd. The redesigning 
was by J. E. Slater Ltd., of Leicester. One special feature is that the 


| lettering of the company’s name which has been fitted directly on to 


the glass above the window transom has no definite background. 
During the day it shows up in colour against the grey Vynide interior 
frame and at night it appears silhouetted in sharp contrast to the 


| frame which is sharply and evenly illuminated from the diabolo light 


fittings of the transom. 


DUBLIN NEWSLETTER—continued 


| same publicity te price increase: 
| the result is that the retailer gets 


the grumbles from the customers 


| when prices are advanced with- 
| out advertisements, and this 


creates ill-will. 


More publicity to prices should 
be given is the view of the trade. 


| and one of its leaders, V. J. 
| McCarthy, vice-president of their 


association, said recently that in 


| 115 manufacturers’ advertise- 


ments in an evening newspaper 


| none of them gave the price of 
| the goods advertised. 


Counter salesmanship 


In several branches of the retail 
trade there has also been a com- 
plaint to the effect that many 
Irish manufacturers are not 
giving enough support with sales 
aids at the point of sale. They 

int to the excellent work done 
in Britain and complain that 
while Irish display artists are 
capable of producing admirable 
material which would be of con- 
siderable help to retailers the 
manufacturers, in many cases, 
are not taking advantage of it. 

Not all the blame, of course, 
is on the manufacturers ; the lack 
of staff training facilities (despite 
the courses offered by technical 
schools) is undoubtedly losing 


| business and comparatively little 


is being done to encourage the 
craft of counter salesmanship in 
retail stores. 


IRELAND Is to be represented 
in at least two trans-Atlantic 
trade exhibitions this year. 
Details have already been com- 
pleted for an Irish Trade Week 
in Canada which is to be tied-in 
with displays by retail stores. 

There will probably be in- 
creased Irish representation at 
trade exhibitions in _ Britain, 
following the success of the dis- 
plays presented in 1954; these 
have been on a co-operative basis 
by the Department of Agriculture 
and Bord Failte Eireann (Tourist 
Board) wae the exports body. 

* * 


THE FIRST exhibition for Ire- 
land this year will be the Shoe 
and Leather Fair, organised by 
the Leather and Footwear 
Journal. Subsequent events 
which have already been tenta- 
tively booked include an Office 
Efficiency Exhibition, the Ideal 
Home _ Exhibition, and _ the 
Advertising and Publicity Exhibi- 
tion. 

A show of a different charac- 
ter opened in Brown Thomas's 
department store recently: it was 
a collection of autographs and 
letters from many famous people 
of the past (from Abraham Lin- 
coln to Queen Victoria), owned 
by J. J. McCann, chairman and 
managing director of Radio Re- 
view. He allowed the exhibition 
of his collection as a fund-raising 
roject for the Advertising 

nevolent Society. 
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ROOSTER PUBLICITY LIMITED 


announce that 


they will henceforth be known as 


J PEERS & ASSOCIATES LTD 


and will be situated at 


SUMMIT HOUSE 1 & 2 LANGHAM PLACE LONDON WI 


TELEPHONE LANgham 8434 (5 LINES) 


-_ 
af | 
. 
M4 
al 
a os 
. ee ne 
‘ 
ip 
‘ oa 
: 


ADVERTISER'S WEEKLY 


At Ist April, 1956 AL 
AKHBAR will make these 


changes: 


Rate: 5/- per s.c. inch 
Front Page 8/- ., __ ., 


Format: 8 pages, each of 
8 columns. Col. width: 2”. 
Column length 20’. 


This affects 
our Data Card. 


Sole Agents : 
Overseas Publicity & 
Service Agency Ltd., 


29, Oxford Street, W.1. 
GERrard 0737 
eo ry 


can you reach 
- your 
telephone? 


LILSIELILL, 
Gos SRL LEE ZZ4 222 


for HIGH CLASS 
SILK SCREEN PRINTING 


E..J. GRANGER Led. 


, 87 BELMONT PARK RD. LEYTON E10 


Warnes Direct 
Mail Service 


LONDON’S 


SPEEDIEST 


MAILING SERVICE 
IN TODAY—OUT TOMORROW 
* oo a ¥ representative 
* Keen quotations. ae 
* Van collections. |8191/2/3 


WARNES, 
10, Station Parade, S. W. 12. 


‘The Beauty 


of Bath 


. is that it represents an | 


accurate cross-section of the 
_ British market. 
Business, Professional, 


areas. When you consider that 
you can secure blanket coverage 
| of this cross-section (14 copies 
| for every house in the city)—as 
| well as a big circulation in West 
| Wilts, and North Somerset 


through the Branch Offices at 


Trowbridge, Chippenham, 
Devizes, Radstock and Keyn- 
sham) by using ONE paper—the 


only 10/- per s.c.i., the beauty of 
| Bath as a test area becomes 
apparent. 

When you daininnd thet this 
very area is one of the most 
prosperous in Britain, the wis- 
dom of including the Bath 
Chronicle in any schedule in- 
tended to cover the West is not 
just “ apparent ”—it sticks out 
a mile. 


{ 
| 
| 
| Bath Chronicle, at a cost of 
| 


You can’t cover the West 


Bath a WiLTS : 
1 Chronicle @ HERALD 


ESTABLISHED IT60 


reach the prosperous West Countryman at 
week-ends when he has the time to read 
them:—SOMERSET at WILT- 
SHIRE NEWS ATH WEEKLY 


| * Not to mention the three weeklies which 
& 
CHRONICLE. Get ‘null details from S. H. 


Roberts, 134 Fleet Street, E.C.A4, 
Arnold Ellis, Cromford House, Market 
| Street, Manchester or Bend Office, 33 | 

Westgate Street, Bath. 


Leisured, Industrial and Agri- | 
cultural classes are all included | 
in the city and adjacent country 


Commercial Artists’ Portfolio 
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ITH aspirations to enter the 

animated cartoon industry, 
Gerald Parkinson was trained at 
22 in commercial design at the 
Bradford College of Art under 
the guidance of R. C. Peters and 
Eric Lombers. Finding a keen 
and unsuspected interest in adver- 
e 


oe 


“* 
* 
* 


Big Ben with a curling hand 
makes this poster by Gerald 
Parkinson an eye-catcher. 


tising, he did a certain amount of 
free-lance work while still at 
college. 

He spent nearly a year with 
| S. H. Benson Ltd. as a junior 
visualiser, but found inside 
agency life too restricting and 
stifling. Returning to the hazards 


Parkinson 


One of the eight double crown posters designed by Gerald Parkinson 
(who recently became a licentiate of the Society of Industrial Artists) 
for W. H. Smith and Son Ltd. The job was done in seven days. 


Gerald 


of free-lancing after this agency 


He has done a considerable 
amount of work for publishers, 
the GPO, the British Transport 
Commission, RSPA, British Rail- 


—. etc. 

e designed nine posters for 
W. H. Smith and Son Ltd. Eight 
of them (double crown) were for 
silk screen re uction, and were 
designed and finished in seven 
days. Other recent work includes 


a 16-sheet ster for the East 
Midlands as Board, record 
sleeves, trade marks, letterheads 


and a label for a French hotel 


The moderate approach to road 


crossing is illustrated 
Parkinson poster. 


in this 
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the Top of the Market read 


THE IRISH TIMES 


—the Top of the Mornings | LONDON OFFICE : 85 Fleet Street, £.C.4 Telephone: FLEet St. 2845 


London Office: 49 Fleet St., B.C4 
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every type of product and service 
can be profitably advertised in 
the 


Evening News 


eu PORTSMOUTH suum 


‘Hampshire Telegraph & Post 


and 


Chichester Observer Series 


| These companion papers blanket an 
important area of the South coast. When 
they carry your advertisements, you can be 
| sure of a friendly hearing in the homes of 
Hampshire, Isle of Wight & West Sussex 


he 


ni the open door for 
- Process Plant 


As a medium for high quality engineering products 
and services, this specialised journal offers you low 
cost admittance to key men of Britain’s chemical 
Its circulation which, as an official publication of 
the Institution of Chemical Engineers exceeds 4,200, 
is rising at a rate of over 5% per annum. Such is 
the support for this publication, that, after April 
1956, it is to be published every alternate month, 
instead of quarterly, as at present. 


5) page size 10.7 
ss: Page rate £22 . 


Hy 


* Apply for circulation breakdown from Norman T. Shepherd 


erry 
THE INSTITUTION OF CHEMICAL ENGINEERS 
56, VICTORIA STREET, LONDON, S.W.1. 
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For widespread coverage 
of the Dutch market and 
predominating readership 


in the Amsterdam area 


HET PARQL 


Holland’s leading independent national daily 


Subscribers: 


AMSTERDAM - - 
REST OF HOLLAND - 


90,000 
50,000 


140,000 
* 


London Office : 
FRANK L. CRANE, 69 Fleet Street, E.C.4 
FLEet Street 2811 


| 


10° 
coverage of a national market in one single medium. 
Over 272,000 families out of 
a total of 2,552,000 subscribe to Holland’s largest daily 


Het Vrije Volk 


For all information: 


14, Dover Street, London, W. | 
Mayfalr 8615 
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A concentrated market 


with high prosperity 


DVERTISERS and ex- 
porters who are contem- 
plating the valuable market 
that is Holland should be 


' aware not only of the com- 


plexity of the population from 


| a religious and political stand- 


point but also of its compact 
nature. 

The overall population has 
been officially given at 10,680,000. 
This is not large judged by other 
national standards, but with an 


| average of 329 people to the 


square kilometre, Holland is 
among the most densely popu- 
lated countries of the world. The 
capital, Amsterdam, has a 
population of 864,000. The second 
largest city is Rotterdam with 
713,000 and the important centre 
of The Hague has some 597,000. 
people. 


As to the economic circum- 


| stances of the country, a report 


lately put out by A. Press Ltd. 
has pointed out that the 1955 
figures for consumption show an 
all-time record. The value of 
consumption was up by about 
nine per cent above 1954. Prices 
rose about three per cent so that 
the volume of consumption in- 
creased by about six per cent. 


Cars and cycles 


The sales of durable con- 


sumers’ goods such as electrical 


appliances, scooters and cycles 
with auxiliary motors continue to 
be at a very high level, as is also 
the sale of cars. Employment is 
higher than ever before and so 
are family incomes, and it should 
be remembered that recent anti- 
inflation measures are exclusively 
directed at retarding the rate of 


| investment by industrial enter- 


prises. 

For 1956 a rise in wages is 
expected and a serious decrease 
of employment is improbable, 


| because of many unfilled orders 


in various major branches of in- 
dustry, a general shortage of 
labour and a still considerable 
need for housing. 

During the last few years the 
guilder has become one of the 
hardest currencies of the Euro- 
pean Payments Union. This has 
rendered possible the reopening 
or creating of future markets in 
rubber, maize and barley, cocoa, 
linseed oil, coffee and copper. 


Reader survey | 


A RECENT readership survey of 
the newspaper Trouw, a Calvinist 


organ, covered 118,000 Dutch 
families, and revealed that the 
average reader is well above the 
national average economically. 
Yet many of them follow so strict 
a pattern of life that their ex- 


HOLLAND 


penditure on what they no doubt 
regard as “frivolities” is far below 
the average, leaving them a corre- 
spondingly higher proportion of 
their incomes for expenditure on 
the more solid requirements. The 
survey establishes beyond doubt 
that this mewspaper’s readers 
spend far more money than the 
bulk of the Dutch population on 
the comfort and convenience of 
their homes and on such items as 
motor cars and travel, and con- 
siderably less on _ cinemas, 
theatres, concerts, etc. 


Above national average 


It was established that 28 per 
cent of the readers own their own 
homes as against the national 
average of 23 per cent, and seven 
per cent have central heating 
(national average four per cent): 
40 per cent have telephones 
(average 23 per cent) and 14 per 
cent a car (average about eight 
per cent). Some 89 per cent 
of the families have a vacuum 
cleaner, 27 per cemt an electric 
washing machine, five per cent a 
refrigerator, 78 per cent a radio 
~—all well above the average for 
the country. 

Among the surprising facts re- 
vealed by the figures was in 
respect of the ownership of musi- 
cal instruments: 29 per cent own 
an organ, 11 per cent a piano and 
13 per cent some other instru- 
ment. Furthermore, 72 per cent 
of the women use eau-de- 
Cologne. 


a . 
Foreign firms { 

THe EINDHOVEN vehicle works 
belonging to the van Doorne 
organisation have obtained the 
manufacturing rights for Leyland 
engines, according to a recent 
report from the Board of Trade. 
A new factory and service hall 
measuring 40,000 square metres 
is expected to be completed for 
this purpose in 18 months. 

The director of van Doorne’s 
has uttered a warning about the 
dangers of indiscriminate attrac- 
tion of foreign industries to the 
Netherlands. A number of 
municipalities, he said recently, 
had offered ready-made factories 
for foreign enterprises and it was 
essential, in view of the shortage 


@ Continued on page 49 
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Preparations under way 
for big Hanover fair 


The notable Hanover trade exhibition takes place in little more 


than three months’ time. 


Nearly a million attended the 1955 


event. 


ONE of the most important 
trade fairs in Western Ger- 
many takes place annually in 
Hanover. The next will be 
from April 29 to May 8. 

It is a trade fair in the proper 
sense of the word, and has not 
developed on the lines of many 
other fairs which are exhibitions 

~and sometimes exhibitions cal- 
culated solely to foster national 


prestige. In Hanover, exhibitors 
in one line of business are 
grouped altogether no matter 


from what country they originate. 
The buyer is thus offered a very 
competitive show. 

Visitors to the fair are to a 
very great extent buyers only. 
There are no public days, and 
Hanover, being a comparatively 


small town, does not constitute 


an attraction to sightseers to the © 


same extent as other big cities. 

As to the event itself, last year 
there were 3,820 exhibitors of 
whom 335 were foreign. The 
number of visitors was close to 
a million, and the number of 
foreign visitors exceeded by 20 
per cent those of 1954. 

The 1955 fair covered an area 
of 2,750,000 square feet on which 
24 halls were built and the space 
included a vast open air area. 


* * * 


A GUESSING competition on 
wool labelling titled “Luck in 
Wool” was recently organised 
very successfully in Germany by 
the International Wool Secretariat 
in collaboration with the journal 


FOCUS ON HOLLAND —continued 


of labour, to make quite certain 
that new industries were sited in 
the most favourable situation 
possible. Furthermore, he 
claimed that Dutch industrial 
initiative was being killed by the 
too free establishment of foreign 


industry. “Was it,” 
“responsible, in cases 
young Dutch businessmen were 
unable to develop their businesses 
because of high taxes. to use 
those taxes to facilitate the estab- 
lishment of foreign industry ?” 


ADVERTISER'S WEEKLY 


A view of the open air section of last year's Hanover trade fair. 
Strictly a trade event, there are no public days and buyers predominate. 


Constanze. More than 300,000 
entries were received. 
Not only from Western 


Germany did these entries come 
but also from behind the Iron 
Curtain, and other European 
areas, North and South America, 
Africa, and Asia. One competitor 
was a German doctor working in 
Saudi-Arabia. 

Prizes, in cash, wool clothing, 
dress fabrics, carpets, and 
blankets, were to the value of 
about £3,500. They included 


complete wardrobes, of two coats, 
a’ suit, and two dresses for 
women, and three suits and a coat. 


Hand knitting contest 


A contest of a different kind 
was organised by the IWS in 
Munich. This took the form of 
a hand-knitting quiz and covered 
all aspects of knitting. The audi- 
ence also saw a fashion parade 
of wool knitted models from the 
finals of the international knit- 
ting contest held earlier in Paris. 


CREATIVE DIRECTOR 


treet’s 


need immediately 


TWO SENIOR VISUALISERS 


with some competence in figure work. 


A JUNIOR VISUALISER 


with ambitions to become very senior indeed, one day. 


' @ STREET & CO LTD 


Applications please, by letter only, to: 


BASSISHAW HOUSE 


BASINGHALL STREET 
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Trade and Technical Press Viewpoint 


Publicity has stopped the drop in milk sales— 
but the real promotion work must now begin 


Automatic vendors urged 
in new milk campaign 


ILK vending machines at 
strategic spots in all 
cities, towns and __ seaside 
resorts are envisaged as part 
of an aggressive sales , policy 
for the product by Farmer 
and Stock-Breeder. r 
In a leading article calling for 
an intensive campaign to lift 
sales now that “publicity has 
succeeded in halting the down- 
ward trend of liquid milk con- 
sumption,” the journal declared : 
“So far the whole industry has 
only nibbled at the job. Let us 
now take a good bite at it. The 
need is urgent, not only to in- 
crease our returns, but also in 
self-defence against the prevailing 
attack upon price supports. In 
the February price review every 
commodity will come under the 
Treasury microscope. Milk will 
be early on the list, with a total 
subsidy of £60 million. True, 
more than half of this is 
accounted for by the welfare 
schemes, which the government 
will be loath to prune. 


Supplying the enterprise 


“We must seek the aggressive 
sales policy that is now con- 
spicuous by its absence. It may 
be said that this is the province of 
the milk distributor. But if 
retailers are content to plod along 
without expanding then it is up to 
the board to inject some of the 
missing enterprise. Perhaps the 
milk industry grew apathetic 
under controls: if so, it is time 
to line up on a more competitive 
front. 

“Milk must be taken to‘ the 
consumer wherever he congre- 
gates. It must be pushed under 
his nose so that he cannot escape 
it. It must be there to compete 
with other drinks. If the third- 
pint measure is necessary then let 
steps be taken to have the legis- 
lation amended. If the glass 
bottle is a bar to an outdoor 
campaign, push_ahead with the 
new carton which has lent itself 
so well to this initiative abroad. 

“Milk should be freely avail- 
able at all big sports events: it 
should be within the reach of all 
holiday crowds: in fact, it should 
be well in evidence wherever 
peeve gather and feel the urge 
or liquid refreshment. In all 


crowded areas there should be 
milk bars that are milk bars, 
mobile if need be.” 

From these enterprises, the 
journal considers, there would be 
a two-fold dividend ; more milk 
would be sold immediately and 
the milk-drinking habit would 
be so stimulated that sales on the 
doorstep would also flourish. 


Question of funds 


On finance, it was stated: 
“Naturally, the plan would need 
financial backing, but it would be 
chicken-feed to an industry with 
an annual milk cheque of £330 
million. If the board spent, say, 
£1 million on such a project it 
would mean less than a penny in 
the £. What we invest in enter- 
prise to-day will swell the milk 
cheque to-morrow.” 

Milk is not the only product 
the farmers want to boost. Many 
of them feel that more modern 
marketing methods would lead 
to a big increase in the sales of 
eggs. With this aim in view, the 
Farmers’ Central Organisation, 
Ltd., which is sponsored by the 


By SCRUTINEER 


National Farmers’ Union, has 
initiated a campaign to market 
eggs from co-operative packing 
stations under a single brand 
name. 

In its present early stages the 
scheme applies only to eggs sold 
direct to retailers. Among the 
advantages it appears to offer the 
Farmers’ Weekly lists: 

®@ Increased direct sales, result- 

ing in higher returns to 
packing stations and bigger 
bonuses for producers 

@ Economic preparation of 

advertising and display 
material on a collective basis 
and the linking of local pub- 
licity with a_ nationally- 
known brand name 

@An opportunity to capture 

the goodwill of the shopper 
and predispose her in favour 
of fresh, straight-from-the- 
farm, British eggs 

The journal points out that the 
direct influence of FCO extends 
to only a minority of packing 
stations. Of 447 stations in 
England and Wales, 72 are 
owned by producer-co-operatives. 
They handle about one-third of 
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First prize for the stand having the greatest combined publicity and 

educational merit at the National Poultry Show went to the Distillers 

Co. (Biochemicals) Ltd. This was the third successive prize awarded 

to the company at this event. Constructed by G. and W. Waller Ltd., 
the stand was designed by Derek Kendrick. 
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the total packing station through- 
put of eggs. the 72 co- 
operatively-owned stations, 29 
belong to societies in member- 
ship with FCO. These handle 
between them perhaps 15 per cent 
of all eggs passing through 
packing stations. 

Although the scheme has been 
in active operation for only a 
couple of months, it is showing 
all the signs of success. Plans 
for expansion and for increasing 
the number of societies taking 
part are in hand. 


Identifying the article 


The brand name selected is 
“Arrow,” suggesting swift move- 
ment of eggs from farm to shop. 
Counter display cards advise the 
shopper to look for the particular 
packing station number stamped 
on the egg which identifies the 
article with the brand name. 

The intention is to prepare pub 
licity and display material and 
advertising matrices centrally at 
FCO. Local societies will shen 
be able to hire or buy these at 
low rates for use in their own 
local publicity campaigns. 

The organisation does not pro 
pose to limit the scheme to its 
own members. Any co-operative 
packing station can come in, and 
it is believed that many will want 
to do so, the journal adds. - 


Power of the 
brand name 


In A valuable series of “Town 
survey” articles published in 
Furnishing World, the one 
devoted to Reading points out 
that the “swing to contemporary 
in what was a strong traditional 
town has been caused partly by 
the impact of brand name adver- 
tising and partly by young people 
who populate the new = and 
increasing housing estates’ near- 


y. 

The journal goes on to cite the 
views of the manager of the 
Hampshire Furnishing Company. 
A. R. Thomas, on the subject of 
brand name appeal: “People are 
asking more and more for 
branded goods. National adver- 
tising is having a big effect on 
trade. I believe in promoting 
these goods in the windows—the 
response is well worth it. 


jSales mount weekly 


“Retailers should back up to 
the fullest extent any national 
advertising schemes and try to 
tie-in with their own promotional 
ideas. Sales of contemporary 
mount week by week. Studio 
couches are also selling very well. 
The versatility of this piece of 
furniture appeals to customers.” 

At Newberrys, which the 
journal describes as “a_ large 
store with a good display of 
window room schemes,” contem- 
porary amounts to “SO per cent 
of sales, although reproduction 
furniture also sells well.” 

An official of the store told a 
Furnishing World reporter that 
“customers have taken so much 

@ Continued on page 52 
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celebrates 


notice of national advertising 


| that they come in and quote not 


| only 


ns . 
FOOD 
MANUFACTURE 


to reach the 
makers 
of 
PRESERVES ~- PICKLES . 
MILK PRODUCTS) 
SOUPS - SAUCES etc., etc. 
for their clients 


THE BRITISH HYDROLOGICAL | 
CORPORATION 


| made’ 
when upholstery making and 
_ fitting was demonstrated.” 


the price but also the 
number that a certain suite may 
carry on it. 

“I believe in special displays 
and exhibitions. A few weeks 
ago we attracted considerable 
attention with a ‘see how it's 
feature in the windows 


Notable display 


THe CHRISTMAS spirit swept 
through the editorial offices of 
the Outfitter with tempestuous 
force and the upshot was a 
“Goodwill Section” in a_ late 
December issue that was packed 
with advertisements and eye- 
popping text and pictures. One 
double-page spread was given 
over to a cartoon feature headed 
“Suggestions for attracting 
custom” and another presented 
six photographs in the full- 
blooded “cheesecake” tradition 
and all grouped round the theme 


| of a young belle recounting how 


FOOD MANUFACTURE 
STRATFORD HOUSE, EDEN ST., LONDON, N.W.! 


= 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


| and why “/ bought these presents 


for my boy friend... but. ..1 
think I'll keep them for myself.” 
Certainly the men’s. outfitting 
trade were handed some novel 
ideas for new markets in this 
feature and one of the illustra- 
tions (from several points of view 
the most modest, I may add) is 
reproduced on this page. 
Another cartoon, in Heath 


| Robinson style, set out a special 


| device “desig 


HE specialised monthly 
journal dealing with all 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved—open-cast coal and 
iron ore, hydro-electric 
developments, land re- 
clamation, and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 
MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


LEONARD'HILI 
TECHNICAL GROUP 


CORROSION TECHNOLOGY 


for extracting 
merchandise from any part of the 
window—with the minimum of 
disturbance to the _ display.” 
Although the journal offered one 
guinea to any reader making a 


| working model of the invention, 


my belief is that they won't have 
to part with any money. 


[Centenary issue| 


Last WEEK the Engineer pub- 
lished its centenary number and 


| it was certainly an achievement. 


Copies went to all subscribers, 
advertisers, and to the chairmen 


| of many leading firms in the 


engineering and allied industry. 
The number opened with a 
short history of the journal. 


| This revealed the existence of 
| what is probably a unique con- 
| nection of three families with 


the production of the Engineer. 
Founded by Edward Charles 
Healey, without a break—not 
even at the time when the 
Engineer Ltd. amalgamated 
with Morgan Brothers (Pub- 


| lishers) Ltd. in 1929—the head of 
| the 


firm has always been a 
Healey. The present chairman, 
Oliver Chadwyck-Healey, is a 
grandson of the founder. 

On the editorial side, Vaughan 


| Pendred became editor in 1865, 
| was 


succeeded by his son 


Big engineering journal 
100 years — 


This is one of the many pictures 


recently carried by the “Out- 
fitter” to demonstrate new uses 
for men's wear at Christmastime. 


Loughnan in 1905 and by his 
grandson Benjamin, the present 
editor, in 1946; and Leopold 
Reveirs, who retains a director- 
ship of George Reveirs Ltd., the 
printers of the Engineer 
(although contr6él has passed to 
the Eden Fisher Group) is a 
grandson of George, founder of 
that firm, in 1874 and who, as 
a member of the composing 
room staff of Samuel Taylor, of 
Greystoke Place, composed the 
original prospectus heralding the 
advent of the Engineer. 


Eminent contributors 


Most of this distinguished 
number (by far the greater 
part of its editorial contents) 
was devoted to the  pre- 
sentation of a group of 26 
articles contributed by eminent 


men and all gathered under the | 


general title “A study of influ- 
ences on engineering advance- 
ment, 1856-1956." The editorial 
concluded with a list of 147 
manufacturing and consultant 
firms, 12 institutions and societies 


were all founded before the first 


issue of the Engineer appeared. | 
Many illustrations of modern | 


products were in colour. 

The format of the number was 
very similar to that of ordinary 
issues, and many of the adver- 
tisers took the opportunity 
convey their congratulations 
the journal on its centenary or 
adopted entertaining designs 
the “then and now” variety. 
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THE 
PAINT 
MEDIUM 
Paint Oa Clo 


- JOURNAL 


_—— 


The right paint medium is of 


fundamental importance 


appropriations 


embracing trade advertising aimed 


, at plumbers, heating and ventilating 


engineers, sanitary engineers and 
builders etc. should certainly include 
the foremost technical and trade 
Journal. Published continuously for 
the last 75 years. 


“THE PLUMBER 
& JOURNAL of HEATING” 


32 Finsbury Square, London, E.C.2 


Specimen copy and rates 
with pleasure 


| Ulster’s leading farming publication 


_“PARMERS’ JOURNAL” 


and four technical journals that | 


(Official Organ of Ulster Farmers’ 
Union) 
A.B.C. figures 
Jan. to June 1955 


27,949 


Belfast Office: 
16 Donegall Square, East. Tel. Belfast 24397 


Office 


“enMeEenR OF THE 
avon 8 @uUASAU 
TIONS 


London : 
69 Fleet Street, E.C.4. Tel. FlEet St. 5453 
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Technical Print Review 


ADVERTISER'S WEBKLY 


Much money is wasted on booklets through SYREN oe SHIPPING 
is the Shipping Paper 
Check the details—it is if you want to reach 
the leaders in Shipping 


lack of care in preparation 


always time well spent — and Shipbuilding 


says ROGER DARCY Mar clase 1606 by Ousare, Fo adh Anaiopse. 


A LOT of money seems to 
be spent by big firms on 
books and booklets and 
because a great deal of effort 
is put into them it is a pity 
that small details cannot be 
watched in order that a really 
handsome job can be produced. 

Take the latest booklet in 
Vacuum Oil Company Ltd.'s 
technical series, entitled Refrig- 
erator Lubrication. There are 
72 pages of text and many of the 
54 illustrations and diagrams are 
in three colours, It is printed on 
good quality paper in Bodoni, 


Send for a specimen copy and rate card to: 


eS ing tta., 26/28 Billiter Street, 
Bes T r= M.. No. Royal 5322 


A reliable medium for HOME and EXPORT 
advertising, reaching the firms that matter, 
and read by executives in all branches of the 


about. The lettering at the foot §=4 reproduction of the front cover 
of the cover, in reverse, is am = designed by Dennis Brady for | 
improvement, but again a good = Simplex Electric Co. Ltd.'s | 
display type would have been = pyoadsheet which promotes their 
better. accessories. 


well leaded and easy to fead. The PMenager: Metal and its allied industries. 
headings are in Grot. William C. 
But I do not understand why | Adderley. TWICE WEEKLY TUESDAYS AND FRIDAYS 
the title on the cover is in such : Published by METAL INFORMATION BUREAU LTD. 
uninspired lettering when there | — enan Birkett House, 27 Albemarle Street, London, W.!. 
are so many good display types | 5905 


WRITE FOR SPECIMEN COPY & RATES ) 


Mechanieal World 


AND ENCINEERINC RECORD 


Spoiled by lettering board with a simple design and | 
gr : od the title in Gill, blocked in silver. 
A = Gas Gentes ~~ ll Inside the layout is straight- | 
feries Are Gur Business Nas Deen = forward. In the 130 pages there | The mediu 
published by Chloride Batteries : perfect m for a direct message from 


nee" aye a number of half-tone illus- 
wae a By —— trations and many two-colour manufacturer to user in the Engineering Industry, 
, pag this popular technical journal, in its new monthly 


line blocks. There are nine 
covered book and a lot of work . 
has gone into the contents. The ‘ens to the book, and as an form, finds its way to the desk of the practising 


setting is clear and the illustra- aid to reference the sections are 


: : bered in the top outside | . 
tions of a high level, but why ws 
place feeble imitation type letter- tos te of the pages. The je of | Send for free specimen copy and rate card 
ing on the dust jacket ? rs in reverse are in a circle of | 

On the other hand, Mullard bho re eee | a EMMOTT & COMPANY LIMITED 

, . C j 

pg ie EE ag Mg FE Ot books and coming to the smaller | Il one! on Omer: So TEN TEMPLE CHAMBERS, TEMPLE AVENUE, ECA I|- 
their book Mullard Ferroxcube catalogue, | would like to re- | Mwié 
is attractive in its stiff grey-blue @ Continued on page 54 


FIFE ASSOCIATED NEWSPAPERS 
a. 42,946 08 ta 


PRESS A.B.C. WEEKLY PRESS 
| ONE BLOCK, ONE ACCOUNT, ONE RATE, ONE ORDER 
35 KIRKWYND, KIRKCALDY 


LONDON AGENTS: EDWIN GREENWOOD LTD. 
231-2 STRAND, W.C.2 CITY 5906 


BLOW-UPS- 
This double page spread contained in the new hook “Batteries Are | of CouBL 
Our Business” published by Chloride Batteries Ltd., gives some idea 


pAb ng tom 0184) . 
of the clarity of the setting and quality of the illustrations. 37 SPRING STREET W. 2. Saeaiae RA Ealing 269, 
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ADVERTISER’S WEEKLY 


TECHNICAL PRINT , 


RE VIE W —continued 


PICERS Spiral Bookbinding Machine 


This is the front cover of the 
folder issued by Spicers Ltd., to 
give facts and figures about their 
spiral bookbinding machinery. 


commend two rather nice jobs 
produced by Stuart Advertising 
Agency Ltd. for their clients. 
The first is a broadsheet for 
Simplex Electric Co. Ltd.'s acces- 
sories. Designed by Dennis 
Brady, it was printed by Chas. F. 
Ince & Son, and adds up to a 
very colourful job. I particularly 
like the use of Chisel for the 
characters on the cover. 


Very striking drawing 


The other item is a catalogue | 


for Hawthorn Baker Ltd., makers 


of Cornerstone quoins. This was | 


designed by George Mayhew 
with a very striking drawing on 
the cover by Charles Mosley ; 
the printers were the Leagrave 
Press, Luton. While they have 
used my least favourite type face, 


wide Latin, it is a very good job | 


of design. Inside, the various types 
of quoins with their keys are 
shown in half-tone illustrations 


@ Continued on page 55 


The drawing on the front cover 

of the new catalogue from Haw- 

thorn Baker Ltd., was by Charles 
Mosley. 


Telephone : 
| Telegrams : ALSHUNUZE! LONDON 
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Reaches an in- )/ 
fluential section 
of professional 
people who sub- |- 
scribe to the only [ 
legal weekly 
for practising 
solicitors. 


21.RED LION ST 


= 
WC. CHA. 6855 


CIVIL ENGINEERING ° 


CONTRACTING 


CONTRACTORS’ RECORD 
and 
Municipal Engineering 


(1908) 
Reed by 
the Contracting and 
a Laduetry 


every Mun ici 


“al Engineer 
throughout the 


nited Kingdom 


LENNOX HOUSE, NORFOLK STREET 


LONDON, W.C.2 
TEMPLE BAR 6591 /2/3 


BOOT AND SHOE TRADE 


SPENGER HOUSE, a i ee E. “rr 2. 


The Shoe and Leather 


Record 


Founded 1886 


The Pioneer and 
Progressive Paper 
* 


GRANVILLE HOUSE 


The Monthly 


HEALTH, HYGIENE AND 
SANITATION 


‘ 


THE 
MEDICAL OFFICER 


Since 1908 the only professional weekly 
for doctors in the 
PUBLIC HEALTH, SCHOOL 
HEALTH AND ALLIED SERVICES 
72/78 FLEET ST., LONDON, E.C.4. 
FLEET STREET 55745 


“THE BRITISH 
and Overseas —_ 
7 PHARMACIST’ 


For the buyer and technician in 
hospitals, pharmacies and laboratories 
everywhere. 


194-200 Bishopsgate, E.C.2. Ave 1444/5 


THE ROYAL SOCIETY 
OF HEALTH JOURNAL 


CIRCULATION 11,275 ABC 
(Period Jan-June 1955) 
IN MUNICIPAL AND 
ALLIED HEALTH FIELDS 
90 Buckingham Palace Road, S.W.! 
SLOANE 5134 


MUNICIPAL 
ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching every officer in the 
public health service. 


4 Clements Inn, W.C.2 
HOLborn 5502 


PUBLIC HEALTH 


OFFICIAL JOURNAL OF THE 
SOCIETY OF MEDICAL OFFICERS 
OF HEALTH 
The largest circulation of any Journal 
exclusively dealing with matters affect- 
ing Public Health and Armed Services 

cers. 
TAVISTOCK HOUSE 
Tavistock Square, London, W.C.! 
EUSTON 3923 


PAINTING AND 


DECORATING TRADE 


January 13, 1956 


oy TRADE ANI 


BAKERS’ 
REVIEW 


The official journal of 


The National Association 
of Master Bakers and 
Confectioners 


| BUCKINGHAM PALACE 
GARDENS, LONDON, 
Tel.: SLOane 034! S.W.1 


THE MAKERS 
OF THE NATION’S 
FOOD 
READ THE 


BULLETIN 


of the FOOD MANUFAC- 
TURERS’ FEDERATION Inc. 


Published every month 


Advertising Contractors, 
W.P. GRIFFITH & SONS LTD., 
154 Clerkenwell Rd., E.C.1. 


TERminus 7363 


PACKAGING 


CANNING AND PACKING 


Specialist monthly magazine for 
food manufacturers, canners and 
users of containers and other 

—w- materials. ‘ 


CANNING PUBLICATIONS 
14-15 COLEMAN ST., LONDON, E.C.2 
Tel.: MONarch 1995 


PAINT AND PRINTING — 
INK TRADES 


PAINTING & 
DECORATING 


JOURNAL OF THE OIL 
& COLOUR CHEMISTS’ 
ASSOCIATION 


Monthly publication witth 


Formerly The Journal of Decorative world wide coverage, having 
ARUNDEL ST. LONDON WC2 Art & British Decorator. Est. 1881. a leading — in technical 
The Leading journal for all associcted Memorial “all 
Tel. TEM 5524/6 with the Painting and Decorating Trade treet, London, E. 
CROMFORD HOUSE ~- MANCHESTER 4 CENtral 2120 
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| FOOD MANUFACTURING | 0D MANUFACTURING 


24 YEARS 


oF PUBLICATION 


Fooo TRADE neview y4- 4 
7 CARRICE sTAeET, LONDON 


WILK INDUSTRY 


DAIRYING 
PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
AND MILK PRODUCTS 
The Most Influential 
Journal in British Dairying 
The Milk Industry, 

37, Queen's Gate, London, S.W.7 
Western 9816 


MEAT TRADE 


Meat Trades’ Journal 
Weekly net sales exceed 
33,000 
For 66 years the official 
organ of the meat trade 
5 CHARTERHOUSE SQUARE, LONDON, E.C.! 


EW SPAPERS 
PERIODICALS 


Pass your Overseas Space 
problems to 
PUBLISHING & DISTRIBUTING 
CO. LTD., Internctional Press Rep- 
resentatives. 177 REGENT ST., W.1. 
REG 6534-5. (Note new edérest) 


Buying 


Tel.: 


MUNICIPAL WORKS AND 
LOCAL GOVERNMENT 


MUNICIPAL 
ENGINEERING 


founded 1874 


Reaches every engineer, 
surveyor and cleansing 
officer in local 
government. 


4 Clements Inn, W.C.2 
HOLborn 5502 

| 

| 


NO WASTE CIRCULATION 


The officers responsible for recom- 
mendation and purchase of all equip- 
ment used in street cleansing, refuse 
be and disposal, etc. read . 
UBLIC rye pe AND 
SALV 


70 VICTORIA STREET. s.w.t 
Tel.: VICTORIA 9132/3 


AND MUNICIPAL AND 
COUNTY ENGINEER 
The influential journal for all 
advertisers who sell to 
Local Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 
ADVERTISEMENT 
MANAGER, 

8 Southampton Row, WCl 
Telephone : Holborn 0452 


The 


MUNICIPAL 
JOURNAL 


founded 1893 


The only weekly technical 
journal read in every local 
government department. 


3 Clements Inn, W.C.2 
HOLborn 2827 


CLAY PRODUCTS AND BRICK MAKING 


THE BRITISH CLAYWORKER 

Leading world technical Journal for 

Brick, Tile and Sanitery Wore 
Industries. 

Overseas Sales equa! 33°, 
circulation. 

CLAY & BRICK PUBLICATIONS LTD- 

23 Tavistock Street, London, W.C.2 

TEMplie Bar 7664 


of total 


PUBLIC PURCHASING 


Journal of the 


INSTITUTE OF PUBLIC 
SUPPLIES OFFICERS 
Read by oe who purchase 
or 
* National Health Service 

%* Local Authorities 
% Public Corporations 
10 Sackville Street, London, W.1 
Telephone: Regent 2255 


EDUCATION 


EDUCATION 
The Official Organ of the 

| Assoc iation of Education Committees 

| Published every Friday 

! A ona 

/Read by Members and| 

Officials of Local Educa- | 

ition Authorities, School 

Governors and Managers, 

‘and others engaged in 
national education. 


10 Queen Anne Street, 


| 
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TECHNICAL PRINT 
REVIEW —continued 


on a black background. 

Two most effectively designed 
four-page folders from Spicers 
Ltd. show how simplicity and 
limitation on type faces can pay 
dividends, 

Printed black with a second 
colour, blue, they make basic 
use of the Times Roman series. 


| One minor drawback (and it is 


| 


so minor that it can be ignored) 
is that, in reverse, Times Koman 


| does tend to thicken up a little. 


London, W.1 Museum 1425 


LUBRICATION 


THE ONLY Independent journal 
devoted to LUBRICATION 
Read by Works Engineers, 
Machine Designers, Oil 


Company Executives, etc., #7 
ALL OVER THE WORLD & 


SCIENTIFIC PUBLICATIONS 
3 Clifford Street, London, W.! 
Telephone: REGent 7996 


ee 


ee set PRPER TREDE 


GAS SERVICE 
AND DOMESTIC COKE 


The only monthly designed exclusively 
for the Sales and Service side of the 
Gas Industry. 


11 BOLT COURT, FLEET STREET, E.C.4 
FLEET ST. 2236-7 


GAS JOURNAL 


FOUNDED 1849 
The leading weekly newspaper 
for the Gas Industry. 
11 BOLT COURT, FLEET STREET, E.C.4 
FLEET ST. 2236-7 


| 
| 


| Its sharpness is not so apparent— 


but from the strictly reading point 
of view this seems to have no ill 
effects. Not only are these folders 
a lesson in typographical simpli- 
city but also in the clever use of 
illustration. 


The lesson is to avoid fussy 
lettering. 
Hand lettering to be effec- 


really well-designed type faces. 

Keep the job simple. 

Of course you need a good 
printer, and not many of the 
firms mentioned in this article 
give any credit to the printer in 
the form of an imprint. They are 
breaking the law, but if the 
printer is not tough enough to 
insist on his credit line what can 
one do? 


Chemists’ display 


Designed and manufactured by 


Victoria Plastics & Designs Lid., 
this dispenser has been screen 
processed in two colours. The 

unit is 10 inches high. 


The premier monthly 
for the cardboard box, 
container, carton, paper 
bag, sack manufacturers 
and paper converters. 


@3 TUDOR ST.LONDON.EC4 
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THIS WAS A CARLTON PHOTOGRAPH 


MAGAZINE ADVERTISEMENT IN COLOUR 


AGENCY: J. Walter Thompson Company Ltd. 


ART DIRECTION: F. N. Colwell 


ADVERTISER: Cross®elds (C.W.G.) Ltd. 


JANUARY 13, 1956 
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January 13, 1956 


THE GRAPHIC ARTS 
—a weekly news survey 


‘Manpower shortage hitting 


Manchester 


production’ 


Manchester's ascendancy as the second greatest newspaper centre in 
Britain is causing labour problems for commercial printing houses in 


the area. 

“During the past year the 
general demand for commercial 
printing has increased consider- 
ably in every section of the 
industry and much difficulty has 
been experienced in production 
Owing to the serious shortage of 


labour, which has now existed 
for a lengthy period,” says the 
annual report of the Printing, 


Paper and Allied Trades Section 
of the Manchester Chamber of 
Commerce. 

“The shortage is due mainly to 
the fact that Manchester has now 
become — outside London — the 
greatest newspaper centre in the 
country. Due to the Factory 
Act, daily newspaper houses are 
unable to take apprentices for 
night work up to the age of 18 
and consequently operatives can 
only be obtained from the ordi- 
nary commercial printing firms in 
the city. 

“There is no lack of applicants 
for apprenticeships in the printing 
industry, as evidenced by the 300 
local boys who during the past 
year have taken a_ preliminary 


Swedish contest 
for printers 


The Swedish manufacturers of 
the ATF Chief 24 Offset Press, 
AB Printing Equipment, have an- 
nounced a new competition open 
to printers throughout Europe. 
More than £350 in cash prizes 
is being offered for the best 
work printed on ATF Chief 24s. 

First prize will be 3,000 
Swedish crowns (£207 6s. 6d. at 
current rates), second prize 2,000 


crowns (£138 4s. 4d.), and the 
third prize 1,000 crowns 
(£69 2s. 2d.). There will also 


be extra prizes for other meri- 
torious entries. 

Jobs submitted will be judged 
by a jury including the head of 
Stockholm’s Graphic _ Institute. 
the technical manager of a 
Swedish publishing house and 
the managing director of AB 
Printing Equipment. 

The organisers require between 
five and ten pulls of each job 
submitted, together with details of 
the paper and inks used, names 
of the paper and ink suppliers, 
number of colours, printing 
schedules and running speeds. 


Entries should reach AB Printing 
Equipment, Jarvagatan 4, Solna, 
Sweden, by March 31. 

Agents for the Swedish com- 
pany here are Price, Service & 
Co., Ltd. 


examination in general subjects. 
Successful candidates are inter- 
viewed by a panel from the 
employers and employees’ sides. 
and finally are recommended to 
fill the vacancies as and when 
they occur.” 

On packaging it is reported 
that there has been a “falling off” 
in the demand for boxes for tex- 
tile goods and clothing, but this 
has been balanced by continued 
demand from the many other 
industries for which the packag- 
ing trades cater. 

A major expansion of 
Britain's paper and board indus- 
try can be expected during the 
next few years, continues the re- 
port. 

A figure not far short of £50 
million has been quoted as being 
involved in development schemes 
announced within the last 12 
months. Much of the new capa- 
city planned is capable of making 
a useful contribution to export 
revenue, either as flat paper or 
as raw material for converted 
products, or indirectly in the 
form of packaging for British 
goods shipped abroad. 

Generally speaking, brisk trad- 
ing conditions are reported in the 
area over the past year. While 
prices of raw materials have been 
reasonably steady, the upward 
pressure on manufacturing and 
distributing costs has _ been 
mounting and is causing increas- 
ing concern to the printing and 
paper trades in thew efforts to 
combat an_ inflationary price 
trend. 

Bernard Nicholls has _ suc- 
ceeded V. E. Axford as chairman 
of the section. 
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Talking at the reception held to mark the opening of the new offices of the 


Federation of Master Process Engravers, last week, are (1. to r.): 


. A. White, 


president, Publishers’ Association; A. N. Hunter, president of the Federa- 


tion of Master Process Engravers; 


and Lt.-Col. Alan M. Wilkinson, 


president of the Institute of Practitioners in Advertising 


FMPE to discuss labour 
problems with union 


“Gatherings such as this ¢an do a great deal to foster mutual 


understanding and strengthen the bonds of co-operation,” 


A. N 


Hunter, president of the Federation of Master Process Engravers. 
told representatives of the Institute of Practitioners in Advertising, 
the British Federation of Master Printers, the Periodical Proprietors’ 
Association and the Publishers’ Association at a reception last week 
to mark the opening of the Federation’s new premises. 


These up-to-date offices, said 
Mr. Hunter, were a reflection of 
the forward-looking outlook of 
the trade to-day and were well 
suited to the tasks of the future. 

The trade had its difficulties, for 
the question of production and 
demand was one that concerned 
them all. He wanted to hear 
from the guests—the Federation's 
customers—their views on the 
position. He said that in the 
past year the Federation had had 
consultations with the IPA over 
ways of improving block services. 

Lt.-Col. Alan M. Wilkinson, 
president of the IPA, asked Mr. 
Hunter about the Federation's 
labour situation. Members of the 
IPA, he said, were customers of 
the process engraving trade last 
year for more than two and a half 
times as much work as pre-war. 
When the subject of delivery 
delays was raised the IPA was 
informed that this was due to the 
fact that the Federation was not 
allowed. under trade union 


Waterlow ‘working to capacity’ 


The factories of Waterlow & 
Sons, manufacturing  stationers 
and printers, are working to 
capacity, says P. A. Waterlow, 
chairman of the company, in his 
review of accounts. Mr. Water- 
low, referring to the year ended 
September 30, 1955, says that all 
available labour during that time 
worked to capacity, and the posi- 
tion remains the same. 

The process engraving depart- 
ment, which had become un- 
economical, was closed down 
during the year, and the company 
had formed, with B. Dellagana 
and Co., a _ joint subsidiary. 
Brooks Engraving Company, with 
whom all orders for this type of 
work would be placed. This, says 
Mr. Waterlow, should eventually 
turn the loss into a profit. 


Trading profits rose from 


£145,790 to £392,471, including 
an insurance claim of £30,000, the 
loss for which was charged in the 
year ended September 30, 1954. 

The chairman adds that as a 
result of new wage negotiations 
with the trade unions, the com- 
pany’s production will cost more, 
the increase in cost on some long- 
term contracts being irrecover- 
able. 


More new capital 


Printing, advertising, paper- 
making and publishing attracted 
£112,975 of new capital in 1955 
in the Scottish company registra- 
tions. This compares. with 
£105,800 in 1954. It leaves the 
paper and print group of indus- 
tries still halfway up the scale in 
the categories of new enterprises. 


shall be able 


agreement, to increase its labour 


force. 
“The labour force has not 
increased in proportion to the 


increase in the trade,” he added. 

In reply Mr. Hunter said that 
it might be true that the labour 
force had not been expanded as 
much as might have been hoped 
for since the war. It was a diffi- 
cult problem between the Federa- 
tion and the union, but it was not 
the only industry in the country 
in the same position. 

“Shortly we shall be opening 
negotiations with the union for 
a new agreement, and I am hope- 
ful that by patient negotiations 
and goodwill on both sides we 
to persuade the 
union that this is a common 
problem. As a result of these 
negotiations we may be able to 
do something to help the labour 
position in our trade,” he said. 

H. W. Yoxall, a member of the 
Central Executive of the Periodi- 
cal Proprietors’ Association, re- 
ferred to the prices of blocks. 
There had been the recent small 
increase, he said, but he heard 
that the trade union were shortly 
to ask the Federation for higher 
wages and shorter hours. He 
asked Mr. Hunter how the 
Federation proposed to mect 
these demands and about their 
effect ‘on prices. 

Mr. Hunter replied saying that 
since 1938 prices of black and 
white blocks had risen by 95 per 
cent, and of colour blocks by 
114 per cent, and that included 
the recent increases. “I challenge 
any comparable industry to pro- 
duce better results. During that 
time wages have risen three times. 
and of course in a trade such as 
ours, labour is the highest cost 
of production,” he said. 

The Federation’s new offices 
are at Lion House, 75 Red Lion 
Street, London, W.C.1. The 
move is the first for 35 years. 
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ASSOCIATED- 
Progress Report Covering 


The following tables are based on Tamratings Weekly Reports 


INCREASE wn PEAK POTENTIAL 


A-R TV AUDIENCES, Monday to Friday 


vigEinC ASSOCIATED - REDIFFUSION DAILY AVERAGE PEAK PERIOD POTENTIAL AUDIENCE 


1 4 
1,300,000 RI Bese | | 


1,200,000 + ; SRE Es ef 
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| | | | | iT 
1,100,000 | 


1,000.000 + t——+— 


800,000 - 
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700,000 ~~~ 


600,000 +--+ 
| 
| 


500,000 /4g3 009 


| 


400,000 


» DAYS ENDING 23 30 
Sse % neous” ~ . 
SEPTEMBER OCTOBER NOVEMBER DECEMBER 


% The basic figures are normally available only to TAM Subscribers. They have been used for the purpose of this announcement 
by courtesy of TELEVISION AUDIENCE MEASUREMENT LTD. 


SUMMARY ° The basis of calcula- 


Since September, the peak tion for both tables 
potential ITA audience has - is 3.5 viewers per set 


increased to 1,27 4,000 : ober: no TA re- 
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REDIFFUSION LTD. 
the First Thirteen Weeks 


compiled by Television Audience Measurement Limited* 


DECREASE w cost To a-r TV 


ADVERTISERS per 1,000 viewers 


ADVERTISER'S WEEKLY 


2 DAYS| 5 DAYS ENDING: 
VIEWING PERIOD 
SEPTEMBER OCTOBER NOVEMBER DECEMBER 
P.M. 23 30 7 14 21 28 ee 18 25 2 9 16 
* 
5Pm.- 6PM] - | 57/9 | 42/- | 42/-| 286 | 33/9 | 31/9 | 23/6 | 21/3 | 29/- | 17/3 | 10/3 | 10/3 


7PM.-725P.M. | 54/3| 68/3 | 44/- 50/- 53/- | 42/- | 39/- | 42/- | 40/3| 32/- 294 13/9 | 11/- 


725PM-755PM. | 42/-| 44/-| 28/3 | 31/3 | 32/- | 25/6 | 24/3| 25/3| 26/-| 21/3| 254] 12/9 | 12/8 


755PM.-9 P.M. | 38/3 | 39/9 | 27/9 | 27/6 | 31/9 | 22/9| 24/9| 21/9 | 20/- | 17/- | 21/- | 15/3 2/5 


9P.M.-105PM. | 44/9| 474 | 27/3 | 28/3| 23/9 | 26/- | 19/9| 22/9| 20/6| 18/9 | 17/3 | 17/3 13/6 


10.5 Pm.-1035M.| 30/3 | 54/3 | 37/3 | 36/6) 31/- | 44/- | 25/9| 30/3| 23/9 | 27/3 | 22/6| 166 15/- 


4 


10.35PM.- 11PM. | 42/ | 96/3| 76/6 | 70/3| 62/ | 74/3| 53/- | 63/6) 54/3) 44/- 408 i4/6 | 14/- 


—e 


* Rate changed during week. 


SUMMARY: 


Since September 30th, the cost per 1,000 viewers of The above figures re- 
30-second advertisements has dropped as follows:— present the average 


“PEAK” time from 43/9 to 12/9 (7.55 p.m. — 10.5 p.m.) cost per 30 seconds 
“BASIC” time from 49/- to 13/9 07.25 .m.—7.55 p.m. and 10.5 pam.—10.35 p.m) per thousand poten- 
“OFF” time from 74/- to 11/9 6 om—« p.m. and? p.m—7.25 p.m. and 10.35 pm—I1 pm.) tial viewers. 


TELEVISION HOUSE, KINGSWAY, WC2 nox 788 
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ADVERTISER’S WEEKLY 


RETIREMENT |S 
NO HOLIDAY 


WHEN H. Berkeley Hollyer told 
me that he was relinquishing his 
Position of publicity officer at 
Torquay, | was under no illusion 
that he was going to retire from 
work altogether. He plans to free- 
lance in the holiday and travel 
industry, basing himself on London. 
There are few men who can have 
better qualifications for this kind of 
work. After publicity work at 
Droitwich, he became Torquay’s 
publicity manager in March, 1932. 
As executive 
officer of the 
council's pub- 
licity commit- 
tee he has been 
responsiblefor 
theproduction 
of the official 
guide and 
other _ litera- 
ture, poster. 
press advertis- 
ing schedules, 
other forms of 
purchased ad- 
vertising, and 
free publicity 

A fellow of 
the Incorporated Advertising Man- 
agers’ Association, he has also done 
much work on holidays, travel, and 
pleasure resort bodies. And he has 
spoken on the BBC, Radio Neder- 
Jand, and the French wavelength 
from London 

His last official engagement will be 
as one of the speakers at the News- 
paper Advertising Conference to be 
held at Leamington Spa next month. 
when he will talk on resort press 
advertising 


Mr. Hollyer has two relaxations : 
the amateur stage—he has played 
many principal parts for the amateur 
operatic societies of Worcester and 
Torquay—and Association football 
Nothing would please him more, 
when he leaves Torquay, than to see 
Torquay United gain promotion to 
the Second Division ! 


* * * 


HRs successor at Torquay, John 
Robinson, publicity and entertain- 
ments officer, Buxton—made him- 
self well known to, and well liked 
by, the advertising fraternity during 
the Buxton Conference in 1949 

Now 39, this native of Buxton 
was deputy borough librarian before 
moving to his present job, which he 
has held for about eight years 
During this period he has handled 
something like 300 conferences, pro- 
ducing all his own literature. 

That he is moving from one of the 
coldest towns in England to one of 
the warmest does not dismay him : 
during his six years in the RAF he 
spent three in Africa and 15 months 
in Lisbon 

Mr. Robinson is married and has 
two boys 


* * 7 


Her forthcoming marriage lo 
John Whitbread (one of the Whit- 
hreads) will, I understand, make no 
difference, professionally, to Chris- 
‘ime Vesey. She will continue to 


a gtoup of nine’ 
influential newspapers 
AB.C. Weekly Net Sales 


conduct the affairs of Pins and * 
Veedles, of which she is founder 
ind managing editor, and her other 
publishing activities, with, I have no 
doubt, all her present skill and 
efficiency 

Twice widowed, she has a family 
of three 


An invitation 
to Calcutta 


ALL of us, at some time or another, 
have had to turn down an invitation 
that we would have given much to 
accept. I imagine that George Bell, 
publicity officer of Ribble Motor 
Services, Preston, Lancs., felt like 
that when he found himself unable 
to accept an invitation to attend the 
silver jubilee 
dinner of the 
Lancashire 
and Cheshire 
Society, Cal- 
cutta, at the 
Calcutta Light 
Horse Club. 

It came after 
he had re- 
sponded to a 
request by the 
Society for a 
election of 
Ribble posters 
depicting fa- 
miliar scenes 
in the North- 
West. The posters were to be 
displayed at the dinner as a reminder 
of home. 

He also passed on the Society's 
request to publicity chiefs at Black- 
pool, Southport and Morecambe, 
just to ensure that the display should 
be as comprehensive as possible 

Mr. Bell joined Ribble as a parcel 
boy 23 years ago, and moved to the 
publicity department in 1934. 

Rejoining the organisation after 
war service, he supervised the intro- 
duction of commercial advertising 
on Ribble buses. In October, 1950, 
he was appointed publicity officer. 


Off to the trouble 
spots again 


i. 

WHE enormous flying trips which 
H. Deschampsneufs (head of F. C. 
Pritchard, Wood & Partners Ltd.'s 
overseas department) frequently takes 
across the world are always planned 
with great 
care—but this 
does not in- 
clude care in 
avoiding 
trouble spots. 
He was in 
Kenya during 
the height of 
the Mau-Mau 
trouble ; and 
q on looking at 
his latest itin- 
erary—a Mid- 
die East run- 
around ending 
in’ March—I 
find it includes 
a good many of the names that are 
hitting the headlines these days: 
Cyprus, Lebanon, Syria, Iran, Iraq, 
Persian Gulf, Jordan, Egypt, and even 
Paris, which will probably have 
another government by the time he 
arrives there on March 16! 

I wish him happy landings—and 
the minimum of excitement j 
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FROM LAW TO 
SILK SCREEN 


WHEN Fred LeMay began his law 
studies years ago he could have little 
guessed that he would one day 
become president of an association 
of people engaged in display pro- 
duction and screen printing. But the 
first world war interrupted his legal 
studies and gave him experience of 
military statistics. This led to the 
study of accountancy and, after 
the war, to the 
job of works 
accountant 
with Boro Bill- 
posting when 
they were 
taken over by 
Odhams. 

Seven years 
with Boro, 
business man- 
ager of a cine- 
ma _ publicity 
concern, pro- 
duction man- 
ager of Leon 
Goodman 
Displays in its 
early days, general manager of 
another display company—these are 
just a few of the many strands that 
have gone to make up the experience 
that led to the founding of Supasigns 
during war time. In his first week 
in Hoxton Square, the blast from a 
V2 blew out the new windows. 

I should need about a column of 
this page to mention Mr. LeMay’s 
other business activities, the work 
he has done on various committees 
of the Display Producers and Screen 
Printers’ Association, for the industry 
in general, for the local Chamber of 
Commerce and other organisations 
| hope that his business interests, 
plus the extra calls that will be made 
upon him during his presidential year, 
will still leave him a little time for 
his hobbies of gardening and colour- 
cinematography 

- . * 


Q@NE of those men who seem to 
justify the saying “What does not 
kill me makes me strong” is Colin 
Hodgkinson, who has just joined 
the board of Conville, Lid. He lost 
both legs while training with the 
Fleet Air Arm, but subsequently he 
transferred to the RAF and, like 
Douglas Bader, flew operationally 
in Spitfires. 

His disability has not interfered. 
either, with his professional and 
political activities. After leaving the 

he has worked for Erwin 
Wasey & Co., Ltd.; Colman. 
Prentis & Varley Ltd., and Voice & 
Vision Ltd.; and, until recently, 
F. J. Lyons Ltd. And during the 
last General Election, he contested 
S.W. Islington as a Conservative. 


CONTACT 


yy 


“ Carruthers wants to start 
a new paper—but he’s mut- 
tering something about 
slight snags, shortage of 
cheesecake and £3 million.” 
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Foreigners are people, too! 


S. C. PEACOCK advertisements appear in pretty well every country Come and talk to us 

in the world. We've even made forays behind the Iron Curtain. about export markets. 

We found people there—real people! We know them and we like 
And just as we write interesting advertisements for people in this the different sorts 
country, so the advertisements which our Overseas division place in of people in them. 

furrin parts are planned with a genuine understanding of the special We believe that an 
interests of the real local people. An advertisement originally written advertisement has no right 
for Nellie of Scunthorpe simply won’t adapt for Ali of Cairo or to be uninteresting. 


Pablo of Rio. 


S. C. PEACOCK LIMITED Incorporated Practitioners in Advertising 


MADDOX HOUSE, 215/221 REGENT STREET, LONDON, W.1. REGent 1081. 18 LLOYD STREET, MANCHESTER 2. Deansgate 5691 
21 LEIGH STREET, LIVERPOOL. Royal 8861. RUSKIN CHAMBERS, 191 CORPORATION STREET, BIRMINGHAM. Central 7705 
and CHAPMAN'S ADVERTISING LTD., HORTON STREET, HALIFAX. Halifax 4781 


Photograph by courtesy af Kenya Information Office 
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ADVERTISER'S WEEKLY 


Publications News and Notes 


Largest issue 
of ‘Woman’ 


Next week's Woman will be of 
72 pages, the largest ever produced 
in the magazine's history. It will 
carry 33 pages of advertisements, a 
total of ten in full colour, and one- 
and-a-half pages in two-colour. 
Odhams Press Ltd. say this has 
been made possible because they are 
now Overcoming technical and other 
difficulties. “It will go a little way 
towards satisfying public demand 
and the needs of advertisers,’ says 
Harris Kamlish, advertisement direc- 
tor of Odhams Press magazines. 

* * * 

The Booksellers Association is to 
launch a new magazine this month 
called Bookshop. It will be a con- 
trolled circulation magazine, going 
to all members of the Booksellers 
Association, as well as other sections 
of the book trade. Full page rate 
is £18. 

ok * ” 

Ideal Home's Exhibitions number, 
of 216 pages (147 of advertisements) 

the largest-ever March issue—will 
contain 16 pages of gravure instead 
of the usual eight, most of them 
devoted to a review of a specially- 
selected “House of the Year.” 

os * * 


An illustrated folder giving details 
of the April issue of Aeronautics is 
being despatched to advertisers and 
agents throughout the country. A 
special feature of the issue will be 
a review of the growth and organi- 
sation of BOAC and BEA. 


The February issue of Good 
Housekeeping will contain a free 
16-page booklet, Bacon and Ham 
Cookery. Widespread provincial 
advertising has been booked to 
support the issue. 

* * * 

February issue of Housewife will 
contain the first of five cookery 
books which will be given away in 
consecutive issues from February 
to June. Publicity support for these 
free cookery books will consist of 
a large-scale provincial press adver- 
tising campaign, full-page advertis- 
ing in Picture Post, showcards, 
banners, double-crown bills and a 
TV spot in the Joy Shelton maga- 
zine programme next Saturday, 
January 21. 

* ok x 

In John Bull next week £750 and 
a sewing machine or a tool-chest will 
be offered as a first prize in the 
“Bullets” competition. Nearly 150 
other cheques will be amass. 

* * 


The January 21 issue of Tiger will 
contain a free gift of a new football 
novelty comprising the Tiger league 
tables and a sheet of league clubs. 

a * ca 

Publication date of the January 
February issue of Woman and 
Shopping, which was postponed 
from December 21, is now fixed for 
Thursday, January 26. 

* * * 

The February issue of Every- 
woman will be the largest February 
issue ever produced by the maga- 
zine. It has 128 pages. including 
64 pages of advertisements. 


RINTING _ 
LABELS 


SHOWCARDS 


DISPLAY 


BROCHURES 


POSTERS 


PACKAGING 


a 
- TRADE REVIEW, 
biged EW 


The Glasgow Herald Annual Trade 
Review, on sale on Monday at Is., 
will be of 168 pages, containing 
four- and two-colour advertisements 
from engineering and shipbuilding 
companies. The frontispiece shown 
above is a reproduction of an 
original water colour by Leonard B. 
Moflat and shows the TSS 
“Nevasa” passing through the Bitter 
Lakes. 


* * * 


All editions of the Ashton-under- 
Lyne Reporter group. including the 
North Cheshire Herald and Glossop 
Chronicle, wili sell at 3d.—instead 
of 2d.—from to-day (Friday). It is 
the first change in selling price since 
1918 and only the second in 100 
years. Sales of the Reporter group 
are nearly 100.000 weekly 


New monthly 


Accessory and Garage Equipment, 
a new monthly primarily for the 
retail motor trade, is to be pub- 
lished by Herbert I. Thompson Ltd. 
on Sunday. It will have a guaran- 
teed minimum controlled circula- 
tion of 28,500 and will also be 
available through newsagents. It is 
priced at Is. and the subscription 
rate is 14s. 6d. per year, post free. 
Full-page advertising rate is £96, 
with £10 extra for each colour. 

* * * 

The Leather Trades’ Review 
(Benn Bros.) returned to a large 
format with last week's issue. Type 
area is 9 inches by 6} inches. Sub- 
scription rates are unchanged, but 
advertisement rates have been in- 
creased to £18 for a full page and 
£10 for a half-page. Colour is £10 
extra. First edition of the new size 
was also the annual special issue 

* * * 

Advertisement rates for the Ameri- 
can edition of the New York Herald 
Tribune have been increased by 10s. 
per inch. The general rate is now 
£7 7s. per inch on week-days and 
£8 12s. on Sundays. Rates for the 
European edition remain unchanged. 

* * * 

For the first time in its 106 years 
of publication, the Border Counties 
Advertizer, the oldest newspaper in 
the North Wales & Border Counties 
Group, changed over to regular 
front page news last week. 

ok * - 

The Widnes Weekly News has 
completed 80 years of continuous 
publication, It was founded in 
January, 1876, by Thomas Steele 
Swale. The present managing direc- 
tor is John Steele Swale. 

* * * 

January issue of Vogue contains 
a stop-press preview of the newest 
fashions in an eight-page feature. 
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We Hear 


The Furniture Trade Exhibition 
will be held at Earls Court, London, 
from Monday, January 23 to Thurs- 
day, February 2. The first four 
= will be confined to the trade 


* * * 


Full-colour plates picturing the 
range of sausages, pies and ice 
cream manufactured by T. Wall & 
Sons Ltd., of London, Mancheste: 
and Edinburgh, are featured in the 
firm’s new 28-page brochure, The 
Wall's Way. it was produced by 
F. J. Lyons Ltd., Wall's public rela- 
tions’ consultants, 


* * ” 


The new Singapore stamps, 
printed photogravure by Harrison & 
Sons (the one cent to 50 cent 
values) are on display in a window 
of Malaya House in London. An 
enlarged photograph shows them 
being printed. 

* * * 


A folder on Scarborough may be 
printed in one of the Scandinavian 
languages this year. 


‘Tasteful, useful’ 


Granting permission for a new 
petrol filling station to be built in 
the town, Rotherham Corporation 
planning committee told the appli- 
canis, Fina Petroleum Products 
Lid.: “All advertising matter dis- 
played on the premises must be as 
tasteful as possible, and restricted to 
what is useful.” 

* * * 


British Transport is planning to 
remove out-of-date pictures and 
photographs from its railway 
carriages. This follows a complaint 
i. the Association of Health and 
Pleasure Resorts that many obsolete 
displays were still being used to 
publicise resorts on passenger trains. 

7 * * 


Tibbenham Publicity Ltd. held a 
party in the Renaissance Room at 
the Monico Restaurant, Shaftesbury 
Avenue. A toast to Mr. and Mrs. 
Tibbenham was proposed by C. 
Mark Floyd. 

* * * 

Torrington Douglas has been 
appointed to handle PR for the 
Green Room Cavalcade which takes 
place at the Coliseum at 11.30 p.m., 
Monday, March S$. 


Ad film show 


_ J. G. McCallum & Co., in con- 
junction with Anglo-Scottish Pic- 
tures Ltd., held an advertising film 
show for clients and others in 
Glasgow. The Coty colour film 
which won a prize at the Monte 
Carlo Film Festival was screened, 
together with representative films for 
TV and the cinema. 
o * * 

At a ceremony at Walker's print- 
ing works at Twickenham, Mrs. 
Morgan, wife of Alfred E. Morgan, 
managing director of Modern 
Medicine of Great Britain, started 
the first run of the first issue on a 
new Heidelberg Cylinder Singular 
specially installed for this new 
journal. 


* * * 


At the instigation of F. Keil, 
managing director of City Display 
Organisation, a party of some 400 
wives and children of the CD staff 
attended the afternoon performance 
of the Circus at Olympia. 
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ADVERTISER'S WEEK\Y 


PRITCHARD, WOOD 


want 
a very senior 
woman copywriter 


capable of being responsible 
for a group of national accounts. 
Must be a real advertising woman 


with a proper understanding of 
household affairs. 


Please write to 
THE CREATIVE DIRECTOR 


F. C. PRITCHARD, WOOD & PARTNERS LTD., 
25 Savile Row, London, W.1 


= 
se 
— 
_ 
— 
= 
a 
os 
_ 
_= 
= 
oll 
= 
—s 
— 
=~ 
— 
—_ 
— 
as 
— 
a 
— 
= 
os 
—_ 
= 
— 
— 
— 
os 
— 
a 
— 
— 
_ 
_— 
-_ 
_ 
— 
a 
a 
_ 
on 
= 
as 
as 
— 
— 
_ 
— 
= 
= 
_= 
— 
=> 
on 
= 
= 
_— 
= 
= 
_ 
ae 
a 
— 
cee 
-_ 
a 
_ 
— 
= 
_ 
=— 
oo 
— 
on 
= 
— 
= 
a 
= 
= 
_ 
- 
_ 
= 
— 
_ 
= 
a 
os 
a 
—s 
- 
i 
—— 
— 
— 
= 
=~ 
— 
ot 
a 
= 
= 
— 
— 
on 
a 
— 
— 
a 
— 
ae 
- 
a 
a 
=~ 
= 
— 
a 
a 
a 
a 
_— 
— 
- 
= 
— 
a 
a 
— 
a 
—s 
= 
— 
-_ 
= 
_ 
a 
_ 
— 
a 
— 
a 
— 
=~ 
_ 
— 
— 
= 
— 
— 
=_ 
— 
= 
a 
ss 
= 
i 
a 
= 
= 
= 
om 
a 
— 
oe 
— 
— 
= 
— 
= 
_ 
_ 
—- 
_— 
-_ 
— 
a 
os 
= 
— 
_ 
— 
— 
— 
— 
= 
on 
~ 
= 
= 
_ 
= 
= 
a 
— 
_— 
= 
a 
= 
os 
os 
— 
a 
_ 
_ 
= 
= 
- 
— 
— 
— 
— 
— 
_ 
= 
= 
— 
_ 
a 
_— 
= 
— 
= 
— 
— 
—_ 
= 
— 
= 
— 
— 
= 
a 


e. P BT ‘ : a 2 Ee) =" seat f oad La re 0 Ee si es ee as Biss ye ie 
= 
sasmuany 13, 1956 63 ee 
eT TEEEESISIens ecco oS . 
. -”- 
. ? = 
-_ 
= 
— 
— 
a 
= ¥ 
= 
2 
a = 
— 4 
= 
= 
a 
— roe 
= : 
= se 
= - 
= a 
— 4 
con f 
a 
= tat 
- B: 
- : 
— =, 
— 
= - 
— 
= 7 
— 
= Pe 
ca - 
CSE ———— EE eee Lo, 
-= cae 
— ; 
— st 
— ex 
— 4 
— 
= 
= 
= ¥ 
= a 
coal ro 
— muti 
= ies 
= i 
— 
— 
= : 
= a. 
— 
= 
— 
a 
- ar. 
— ae 
= 
— 
- 
a 
— : 
— an 
- s 
= 7 
—_ - 
= oy 
all A 
— 
_ Sa 
= " 
— 3 
a a 
= > 
— q 
- i 
— ru 
= : 
- 
- 
- 
— 
— 
— 
_ 
~ 
a 
= 
= 
a a 
onl 7 
— 
= 
= a 
= : 
-_ ao 
— oS 
— > 
— 
a 
— ae 
-_ mil 
= ,~ 
— 
= : 
— 
— 
= 
- 
= 
a 
— 
— 
= . 
—s 
— 
— 
a i 
= 
= 
= 
_ 
a 
- 
- = 
~ i 
—s HY 
a i 
a 
— 
= a 
a ¢ 
= 
= - 
. = aA 
ae 
— 2 
— 
_— 
— =a 
= 7 
= 
— 
- 
- 
— 
oe 
- 
-_ 
a 
= 
- 
— 
— 
- ies 
a te 
> - ‘ : 
= : 
_ +3 
— 
7 
= 
= a 
_- » 
= = 
a 7 
— ° 
- - 
- 
= 
— 
= 
= : 
— 
— 
— 
— 
-— 
— 
a 
a 
— . 
— 
= 
a p 
a 
— 
— 
-_ 
a : 
— 
= : 
os 
— 
ss 
-> 
= ; 
_ 
= 
ree sss 00mm] 
D 
mt 
ag . ; 


ADVERTISER'S WEEKLY 


ESSEX COUNTY 


STANDARD 


SERIES 
LARGEST IN 
RURAL ESSEX 


Because of its 
enormous circulation 


ADVERTISING 
COSTS LESS 


in the 
NATIONAL NEWSAGENT 
BOOKSELLER 
STATIONER 


May we send you details 
of this leading journal? 


avo 
scacuusnoe 


By far che largest net sale 
149 Fleet Street, E.C.4 
CITY 2604 (5 lines) 


Gift Lines 


WALLETS |KEY CASES 


WRITING | NOTE 
CASES CASES 


WITH COPY IN GOLD PRINT 
OR RELIEF 


BY 
ARNAK PRODUCTIONS 
LTD. 


38 DALTON ST., MANCHESTER 4 


Phone COLLYHURST 432! 


IR RII 
“ CLASSIFIEDS” 


PULL in 
Advertiser’s Weekly 
Phone yours to WATERLOO 3388 


Current Advertising 


New Zealand butter and cheese 
drive to be ‘greatly increased’ 


This year’s advertising for New 
Zealand butter and cheese “is to be 
greatly increased,” say agents 
Arthur S. Dixon Ltd. The promo 
tion will probably be the largest 
since the war, with more emphasis 
on publicity in the provinces. 

The schedule entails national 
dailies, women’s magazines and pro- 
vincial papers. Supporting this will 
be large-scale poster advertising. 
which includes for the first time in 
the post-war period 16-sheet posters, 
to_be displayed on provincial sites. 

Trade press advertising is also 
being conducted. Free display 
material is being offered to retailers 


New campaign for 
-Meridian underwear 


Meridian Ltd. will launch a new 
campaign for Meridian underwear 


in March. 
National advertising will be in 
the Daily Express, Daily Mail, 


Radio Times, Sunday Express, and 
Vogue. Supporting spaces will be 
taken in 26 provincial papers. 

Large-space trade press advertising 
has already started. Advertising 
blocks and special display materia] 
will be available to retailers. Agents 
are S. H. Benson Ltd. 


Colour ads for 


Ibis towels 


J. Smith Hargreaves & Co., Lid., 
are featuring new designs, an en- 
larged range, a full-scale colour 
advertising campaign and _trans- 
parent packs in their 1956 sales pro- 
motion for Ibis towels 

Trade press announcements state : 
“Ibis plan record 1956 sales. 
massive advertising campaign all in 
full-colour in leading women’s 
magazines will continuously build 
up demand.” Agents are Richard 
Potts & Partners Ltd. 


Full sehedule 


for Crayson 


M. Craps & Sons Ltd. are to 
launch a new campaign for Cray- 
son suits and coats. Handled by 
igents S. H. Benson Ltd., the cam- 
paign will be using Vogue, Harper's 
Bazaar, Country Life, Tatler, 
Queen. Vanity Fair, Good House- 
ceeping, Everywoman, Woman & 


Beauty, Woman, Woman's Own, 
Modern Woman, Daily Mail, 
Daily Telegrapk, Manchester Guar- 
dian, Observer, Sunday Times, 
Sunday Express, Scotsman and 
Glasgow Bulletin, and the trade 
press. 


January 13, 1956 


C & B to extend 
their advertising 


During 1956 Crosse & Blackwell 
Lid. are celebrating their 250th anni- 
versary. Sir Sydney Parkes, chair- 
man, has stated that it is the inten- 
tion of the firm, in its anniversary 
year, to strengthen and inspire this 
goodwill by an extension of wide- 
spread advertising. 

This, he says. will continue to tell 
the housewife the story of the “Ten 
o’Clock Tested Family Foods” in a 
manner that will “increasingly im- 
press her.” 

This year’s campaign will be using 
national dailies and Sundays, 
selected provincials, women’s maga- 
zines, television, posters, and, a new 
development, filmlets. Agents are 
Greenlys Ltd. 


‘Production stepped 


up four times’ 


“Launched in February, 1955 
Sold out in May. RotoGardener 
production is stepped up four 
times for 1956."" state large-space 
trade press advertisements which 
are the forerunner of Shay Ltd.'s 
“‘largest-ever” campaign for the 
RotoGardener cultivator. 

This year’s drive will start on 
March 9 with a half-page in the 
Radio Times, followed by further 
spaces in national dailies and Sun- 
days, and magazines. Retailers are 
being offered fully illustrated leaflets 
in colour, showcards, display pieces 
and a block service in order that 
they may tie-in with the national 
campaign. Agents are Erwin Wasey 
& Co., Ltd. 


| CURRENT ADVERTISING AT A GLANCE 


Accounts 


B. ELLIOTT & CO., LTD., machi- 
nery and machine tool manufac- 
turers, for Nigel Rainbow & 
Partners Ltd. 

BRISTOW & TOWNSEND LTD. 
(Bristow Furniture) campaign. 
using selected national papers and 
magazines; AFFINED BASIC 
CHEMICALS LTD., campaign 
being prepared for Arnolite paint 
in selected national magazines, 
local and trade papers; WIL- 
LIAM STEWART & ARNOLD 
LTD., campaign in bakery and 
confectionery trade journals; 
A.G. CIGARETTE PAPERS 
LTD.; LONDON AUDIO FAIR 
1956. Accounts for Auger & 
Turner Lid. 

BLOCK & ANDERSON, manufac- 
turers and distributors of business 
machinery and equipment, for 
E. Walter George Ltd. National 
and provincial press campaign. 

CRONDALE FURNITURE CO.. 
LTD., for Arks Publicity Ltd. 

MEAC LTD., manufacturer of 
the Matergrill (Infra-red Contact 
Grill), for Froud and Partners Ltd. 

CRESSWELL (SMETHWICK) 
LTD., aerated waters; CARR & 
CO. (PAPER), LTD., protective 
wrapping papers, accounts for 
Beardmore Advertising Ltd. 

GEOFFREY PROUT & SONS, 
manufacturers of light craft, 
dinghies and canoes, for Mayfair 
Advertising Ltd. Campaign in 
class magazines and trade press. 

KIELER HOWALDTSWERKE 
A.G., Kicl, Germany, shipyards, 
for Ripley, Preston & Co., Ltd. 

L. E. LAVENDER & CO. LTD., 
for Taylor Advertising Ltd. 


Campaigns 


CROSSE & BLACKWELL LTD. 
using national dailies and Sun- 
days, selected provincial papers. 
women’s magazines, television, 
posters, filmlets and trade press. 
(Greenlys Ltd.) 

NEW ZEALAND BUTTER & 
CHEESE campaign, using 
national dailies, magazines. 
posters, provincial and _ trade 
press. (Arthur S. Dixon Ltd.) 

UNIFORMITY SHOES’ LTD. 
using Daily Mirror, Daily Mail, 
Woman's Own, Nursery World 
and trade press for Jumping- 
Jacks (flexible shoes for children) 
spring campaign. (London Press 
Exchange Ltd.) 

OLY MPIABUSINESS MACHINES 
CO., LTD., using national adver- 
tising later in the year for SM3 
Professional typewriter. (Down- 
tons Ltd.) 

MERIDIAN LTD., using national 
dailies and Sundays, Radio Times, 
Vogue, provincial and trade press. 
(S. H. Benson Ltd.) 

SHAY LTD., using national dailies, 
and Sundays, Radio Times, maga- 
zines and trade press for Roto- 
Gardener cultivator. (Erwin 
Wasey & Co., Ltd.) 

J. SMITH HARGREAVES & CO., 
LTD., using full colour spaces in 
women’s magazines and trade 
press for Ibis towels. (Richard 
Potts & Partners Ltd.) 

M. CRAPS & SONS LTD., using 
national dailies, and Sundays, 
provincial papers, magazines and 
trade press for Crayson suits and 
coats. (S. H, Benson Ltd.) 

KOLYNOS TOOTHPASTE, using 
national and provincial media 
and direct mail for campaign in 


Holland. (Colman, Prentis & 
Varley Export Ltd., in association 
with Rouma & Co.) 

JOHNSON & JOHNSON (INDUS. 
TRIAL DIVISION), using full- 
pages and half-pages for Permacel 
self-adhesive tapes in packaging, 
management and production jour- 
nals. (Auger & Turner Ltd.) 

KEMP’S GROUP OF PUBLISH- 
ING COMPANIES, using Radio 
Luxembourg for Jersey Blue Book 
Holiday Guide. (Willing’s Press 
Service Ltd.) 

RANSOMES SIMS & JEFFERIES 
LTD., using full pages in farming 
publications in Great Britain and 
selected overseas journals for 
agricultural machinery (Wills- 
a & Tibbenham (Norwich) 

td.) 

GT. YARMOUTH AND GORLES.- 
TON-ON-SEA, using national 
dailies and Sundays, provincial 
press and selected periodicals for 
resort advertising. (Willsmore & 
Tibbenham (Norwich) Ltd., in 
association with Tibbenham Pub- 
licity Ltd.) 

W. B. HOSEASON, using national 
dailies and Sundays, Radio Times. 
provincial press and selected 
periodicals for Norfolk Broads 
(Willsmore & Tibbenham (Nor- 
wich) Ltd.) 

NORWICH PUBLICITY ASSO- 
CIATION, using national dailies 
and Sundays, provincial press and 
selected periodicals for Norwich 
City a. (Willsmore & 
Tibbenham (Norwich) Ltd.) 

B. CANNON & CO., LTD., using 
full pages in trade press and 
spaces in selected provincial press 
for Cannon’s new Pine-Fresh 
Sizes. (Willsmore & Tibbenham 
(Norwich) Ltd.) 
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ADVERTISER'S WEEKLY 


Boys 
will 
be 
boys 


Advertise now in 
BOY’S OWN paper 
and reach the men 
of tomorrow .. 


PAPER 


Advertisement Manager: George H. Phipps 
LUTTERWORTH PERIODICALS 
4 Bouverie Street, E.C.4. FLE 1732-3 
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MORE NEWS ABOUT 


66 


PEOPLE 


John Newton (John Newton (Publicity) Ltd.) was re-elected chairman at 
the annual meeting of the advertising and publishing trades section of the 


Manchester Chambe! 


r of Commerce last week. 


Seen here before the 


meeting are (left to right): seated, Donald Macdonald (Donald Macdonald 


(Advertising) Ltd.), Mr. Newton, and §. C. 


Butler, secretary of the section; 


(standing) C. F. Doncaster (‘‘ Textile woe?) "), W. McMillan (“Manchester 


Guardian & Evening News” 


Hardwick (Pratt & Co. 


(A vertising) Ltd.). 


Development Council 


press officer 


The Northern Ireland Devel 
ment Council has appointed W. 
Houghton as press and publicity 
officer. He joined the Central 
of Information as Cotton Campaign 
officer in 1948 and the following 
year became Chief Regional Officer 
in the North Midlands Region. In 
October, 1953, he became PRO of 
the Bentley Engineering Group. 

He will work with C. Leslie, 
head of information, HM Treasury, 
who is a member of the Council 
responsible for the development of 
the Council’s publicity and pro- 
motion campaign to encourage new 
industry in Ulster. * 

* - 


Eric Howard has been appointed 
a director of Joshua B. Powers Ltd. 
He replaces Miss Audrey L. Weir, 
who has retired owing to ill-health. 
Miss Weir has been a director of 
the company since 1939. Mr. 
Howard joined Powers in 1933 and 
was appointed company secretary in 
1949. 


oe 

H. F. Scott Stokes, chairman of 
Clark, Son & Morland Ltd. and 
Tescan Ltd. gave a farewell dinner 
for W. H. Kelson, who has been 
advertising manager for both firms 
for the past nine years. Mr. Kelson 
has left to take up a new appoint- 
ment in sales mana nt with 
Ashton Containers td. Those 
present included Douglas Bain, joint 
managing director of S. H. Benson 
Ltd., and Brian MacCabe and W. A. 
Cooper, managing director and 
director of Foote, Cone & Belding 
Ltd., advertising agents for Clark, 
Son & Morland Ltd. and Tescan 
Ltd. respectively. New advertising 
manager is Jack Eatly, who has 
been with O6gelrichs Advertising 
Agency of Sheffield for the past 
three and a half yu .< 

Miss D. o. a (Mrs. F. G. 
Kerswell), is retiring from Lintas 
Litd., this week-end after 29 years 
as secretary to the media director, 
Cc. L. Hallas, 


* * * 


At the annual meeting of the 
Hugh 


Westminster 


led 
son, London editor, 


Press Provincial Newspapers Ltd., 
as chairman. P. G. Dymond, Belfast 
Telegraph, was elected vice-chair- 
man. W. G. Ridd, Newspaper 
Society, was elected honorary secre- 
tary. At the luncheon after the 
meeting 75 members and guests 
biceng present. Among the guests 

as the First Lord ¢ the Admi- 
ralty, Ge See, & F: i tn 


Francis. Gactip, recently with 
Pratt & Co. (Advertising) Ltd., has 
joined Tibbenham Publicity Ltd., as 
a copywriter. “ 

* 


Leslie Low has been appointed 
associate director of Dudley Turner 
and Vincent Ltd, Mr. Low joined 
DTV in 1934, and apart from war 
service has remained with them ever 
since. After the war he became 
art director. 


Obituary 
W. Comyns Beaumont 


William Comyns Beaumont, 
creator and editor of several maga- 
zines, has died at the age of 81. 
He launched the Bystander in 1903. 

After editing the Graphic he 
worked under Lord Northcliffe as 
editor of the London Magazine and 
other urnals, and created and 
edited Pam and Passing Show. In 
1932 he became editor of the 
National Graphic; in 1936 he moved 
to Odhams Press, and in 1940 
became literary editor of the Iilus- 
trated London News. 

He also wrote several books. 


A. T. Dorling 


Alec T. Dorling has died at the 
age of 70. He was for several years 
space buyer for the S. T. Garland 
Advertising Service Ltd. and had 

reviously bought space for Dor- 
ands Advertising Ltd. He retired 
from Garlands in 1954 

The funeral took place on 
Wednesday at the West Norwood 
Crematorium. 


E. Hunt 


Ernest Hunt has died suddenly - 
the age of 69. He joined the inspe 
tion staff of Outdoor Publicity. in 
June 1927 and had risen to London 
manager by the outbreak of war. He 
retired from the company at the end 
of April 1951. 
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CLASSIFIED ADVERTISEMENTS 


charge, one line plus is. covering 


postage, 
advertisements under seven insertions MUST BE. PREPAID. 
| Weekiy,”’ 186, Fleet Street, London, E.C.4. 


| RATES : APPOINTMENTS VACANT, 3s. 6d. . on lime, 40s. per 
| APPOINTMENTS WANTED, 3s. per line, 35s. 
classifications, 4s. per lime, 45s. per dispiay rr eee. 


aby os. 
Minimem, 3 lines, Box No. 
rates 


on + all 
Address “* . 
WATerioo 3388 (Ex. 25) 


tt ahd VACANT 


all that. 


GREENLYS SORT OF 
VISUALISER 


We want Visualisers who can draw—good Figure Artists and 
But they must also be advertising men—men who, 
even if they were not artists, would still be in advertising 
because they couldn’t help it. Naturally salary will be 
commensurate with ability. Full details to 


Creative Marketing Director, 
9, Berkeley Street, London, W.! 


DISPLAY ARTIST. A vacancy occurs 
in the Publicity Division of a large 
firm of chemical manufacturers in the 
London area for a man (aged 25-35) 
with art school training, who is experi- 
enced in design of display units, exhibi- 
tion stands, and showcards. Candi- 
dates must be capable of doing finished 
lettering, making scale drawings and 
models, and be experienced in the use 
of tools. Salary according to age, 
qualifications and experience. Con- 
tributory Pension Scheme; five-day 
week. Apply initially in writing to 
Box 2771 Ad. Weekly 180 Fleet St EC4 


CREATIVE ARTIST . Good 
sense of design, Phang and colour 
essential also must be competent to 
finish own designs for reproduction. 
Male or female. 

Box 2774 Ad. Weekly 180 Fleet St EC4 

TWO GOOD GENERAL ARTISTS re- 
quired by East Essex firm, one with 
some experience of engineering and 
technical drawing. Five-day week 
Canteen facilities. Apply in writing in 
first place, stating age, details of quali- 
fications and wage required, to Pub- 
licity Manager 
Box 2773 Ad. 3. Weekly 180 Fleet St EC4 


WELL-KNOWN 
WHOLESALE HOUSE 


requires young man or woman for in- 
ternal advertising section, Must have 
flair for designing, layout and be able 
to undertake simple artwork, Write 
fully, age, experience etc. 


Osborne, Garrett & Co. Ltd., 
51-5 Frith Street, W.!. Ref.: MWG. 


EXPORT ADVERTISING 
ASSISTANT 


required by 
The Avon india Rubber Co. Ltd. 
Melksham, Wilts. 


Duties include distributor correspon- 
dence, production of press and print 
and liaison with Export Division. Write 
to Publicity A = a with full details 
and salary 


TOP-LEVEL SPACE REPRESENTA- 
TIVE required to cover Birmingham 
and Midland area for leading National 
Weekly magazine. Applicant must be 
capable of negotiating at director level. 
Company house provided at nominal 
rent, plus car and expenses. Reply, 
giving full particulars of age, experi- 
ence and salary required, to 
Box 2772 Ad. Weekly 180 Fleet St BC4 


ADVER 


ESENTA- 
TIVE. 


REPR 

Leading Textile Trade Journal 
requires Representative based in 
London. Proved selling record and 
capacity for hard work essential. 
Good salary and prospects. Fullest 
details in confidence to S. M. 
Phillips, The National Trade Press 
Ltd., Drury t ee Russell Street, 
London, w.c 


LONDON COMMERCIAL 
ART STUDIO, 
specialising in 
technical work, 
requires 


WORKING 
MANAGER 


Write giving details of 
experience and salary 
required to 


Box 2762 
Advertiser's Weekly 180 Fleet St €C4 


MAGAZINE 


for women requires part-time 
editorial help—first-class layout 
and some children’s fashion 
work, 

Preferably a woman living in 
Guildford area. Only experienc- 
ed persons write please, with 
full details to: 


Box 2766 
Advertiser's Weekly 180 Fleet St €C4 
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APPOINTMENTS VACANT 


EXCELLENT 


OPPORTUNITY 
for 


KEEN YOUNG 
LAYOUT MAN 


To work on first class accounts 


Conroy Wykes offer unlimited 
prospects, and a good salary 
to the right man. 

Apply to the Art Director — 
Mr. R. L. May 

Conroy Wykes Advtg. Ltd. 

6 Duke St. Manchester Sq. W.1 
Telephone: WELbeck 1676 


WOBURN STUDIOS LTD., who have 
in the past been primarily interested in 
the purely photographic side of adver- 
tising, are now branching out into a 

This will entail the ser- 
vices of a first-class Colour Retoucher 
who is capable of work of the highest 
quality ; congenial working conditions 
and excellent salary. Applications are 
invited from le interested. 
should write to Woburn Studios Ltd., 
49-50 Woburn Place, W.C.1, _ marking 
envelope *‘ Colour Division.” 

YOUNG LADY for Publicity ee 
ment typing, shorthand and 
office duties. Five-day week. “Appl 
Sudet_ f Co., Ltd., 164 High Hol- 

CA 


Are you a trained copywriter on 
the look-out for a more satisfying 
copywriting job? 


A man with a sound agency 
background covering all kinds of 
consumer accounts. Capable of 
writing good, hard-selling copy, 
as well as prestige and ‘‘out-of-the- 
rut’’ copy; plus ability to con- 
ceive entire advertising campaigns 
from inception to completion. 
And more important still, able to 
convey themes and ideas to the 
visualisers in a logical and work- 
able form. 


Well, are you? Write stating 


age, experience and salary requir- 
ed to: 


Director & General Manager 
SELLS LIMITED 
Brettenham House 
Lancaster Place, W.C.2 


CLASSIFIED ADVERTISEMENTS 
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APPOINTMENTS VACANT 


immediate supervision. 


machine. 


W.1. HYDe Park 9681. 


STOWE & BOWDEN LTD. 


require 


VOUCHER CLERK er checking and main- 


taining Voucher Records. Able to type and work without 


ACCOUNTS CLERK opreferabiy wich ex- 


perience of charging Space insertions. Fast accurate typing 


T Y PIST for correspondence and general Report typing. 
Able to use, or willing to learn to operate electro-dictating 


All these vacancies are for young ladies between 18-22 years. 
Good working conditions, 5 day week. Apply 169, Piccadilly, 


MALE OR FEMALE ASSISTANTS (age 
18-24) required for space buying and 
copy control sections of small advertis- 
ing agency W.C.2 district. Some 

Perma- 


- experience desirable. 
nent, nsionable posts ; 
Phone HOL 4343, Ext. 271. 


LETTERING ARTIST 
wanted for first-class Film Title work. 
Must be experienced and good, clean 


worker. Good w: 
Apply 
Laboratories Ltd., Denham, Uxbrid 
Middlesex. Telephone : Denham 2353" 


and conditions. 


anager, Denham 


FIRST-CLASS 
SCRAPER BOARD 
ARTIST 


Wanted immediately by 
HAWKE STUDIOS LTD., 


Good prospects 
and Good salary 


(ability to do a little finished 
ae an advantage, but not 
essential.) 


Please write, ‘phone or call, 
NORMAN BANNISTER, 


HAWKE STUDIOS Ltd 


22, Chenies Street, W.C.1. 
MUSeum 1181. 


RETOUCHING 
ARTISTS 
required by 


STUDIO 
IRWIN 


irwin Led., 
118, Chancery Lane, London, 
Geen 414i. Naina: 


ASSISTANT (FEMALE) required for 


production manager of a group of 


technical journals. Knowledge of 
shorthand and typing. Good pros- 


ag Five-da , Ae 
2776 Ad. Me 180 Fleet St BC4 


CAN YOU SELL advertising on 
“buses ? Are you prepared to travel ? 
See me personally or "phone = 2607 
for an appointment. L. Gilder, 
Howards Publicity 93 Market 
Street, Manchester, 1. 


We need somebody young 


who is able to design print, brochures 
and publicity material creatively, and 
to take day-to-day responsibility for 
print-buying and all production. 

This appointment, which is to be made 
by a new and rapidly expanding 
Company a Marketing and Public 
vital 
national accounts, offers a considerable 
opportunity to the right man to join a 
young and ambitious team. 


Write, with details of 
salary required, etc., to the 


Director, 
Box 2803 
Advertiser's Weekly 180 Fleet St €C4 


rience, 


Advertising 
and Sales Pro Depar t, 
London. 


MALE ASSISTANT 


to Manager required. 


Some experience desirable. Willing to 
travel when necessary. Pleasant per- 
sonality Cc ig salary 
in region of £600 per annum. Pension 
Scheme. Write with full details, ex- 
perience, age, etc., to Advertising 


Box 2761 
Advertiser's Weekly 180 Fleet St €C4 


Have 
you 
considered 
SUNNY 
SOUTH 
AFRICA ? 


It’s a wonderful country, 
with a wonderful future for 
English as well as Afri- 


we are always interested 


in hearing from nced 
and ambitious euvertising 
men, ly copyeritens 
vi . i . 


P. N. BARRETT COMPANY 


(PTY) LTD 
P.0. BOX 694 CAPE TOWN 


Phone your classifieds to WAT 3388 (Ex. 25) 
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The standard of living is be 
canteen. high, and in the advertis u 
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APPOINTMENTS VACANT’ 


GRAHAM & GILLIES 


want 
another 
copywriter 


i you can write for the News of 
the World in the morning and 
for Vogue in the afternoon .. . if 
you can talk at meetings as well 


as you can write... if you can 


transmute the plodding statistics 
of a research report into selling 
magic .. . if you can work hand in 


glove with directors, account 


executives and visualisers . . . if 
you're everything a good 
copywriter should be, there’s a desk 


for you at Graham & Gillies. 


For this job, we are only interested in young men 
between the ages of 25 and 32 who have had some 
agency experience. 


WRITE TO: 
THE PERSONNEL MANAGER 
GRAHAM & GILLIES LIMITED 
37, GOLDEN SQUARE, W st 


January 13, 1956 


CLASSIFIED ADVERTISEMENTS 


Situations Vacant : ** The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

unless be or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952.” 


Broadway are looking for an 


ARTIST—MANAGER 


to take charge of the day-to-day working of a busy 
studio. If you have experience and personality 
WRITE, giving details and stating salary, to 


The Studio Director, 
The Broadway Studios Limited, 
9, Victoria Street, S.W.1 


PUBLICITY ASSISTANT. Young man THERE IS A VACANCY in the Pub- 


(21-30) required with experience of 


licity Department of the 600 Group 
Direct Mail, preparation of Literature, 


of Companies for a Female Writer, 
Photography and Exhibitions, to be age preferably between 30-40 A 
based at Works, Harlow, Essex. Ex- comprehensive knowledge of English is 
cellent opportunity for enthusiastic essential—Arts degree and editing ex- 
man with good organising ability. perience an advantage. Salary accord- 
Contributory pension scheme ; hous- ing to experience, but not less than 
ing assistance can probably be £500 per annum. Five-day week and 
arranged if necessary Write, giving superannuation scheme Replies, 
full details of age, career to date, and please, to the Manager, Group Pub- 
salary required, to Advertising Man- licity Department, George Cohen Sons 
ager, Sunvic Controls Ltd., 10 Essex & Co., Ltd., Cunard Works, Chase 
Street, Strand, W.C.2 Road, London, N.W.10 


SMART LAD required for Advertising 

TWO DESIGNERS required. All-round | Department of Prominent Engineering 

point-of-sale design experience in | Company Apply in writing to The 

plastic and wire an advantage, but not | Wellman Smith Owen Engineering 

essential Corporation Ltd., Parnell House, 
Box 2770 Ad. Weekly 180 Pleet St EC4 Wilton Road, London, S.W.1 


Experienced, young 


VISUALISER 


to head Art Group 


This position is in one of 
London’s most progressive 
Agencies. Excellent salary, 


Superannuation scheme 


to Mr, Peter Meyer, MAYFAIR 8171 


ERWIN WASEY & COMPANY LTD., 
Brook House, Park Lane, London, W.1 


Phone your classifieds to WAT 3388 (Ex. 25) 
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January 13, 1956 


APPOINTMENTS VACANT 


ADVERTISING AND MERCHANDISING 


A leading company, engaged in the design and manufacture 
of Point-of-Sale display material, requires further sales 
executives to promote and sell the company’s services in the 


London area. Applicants should be capable of negotiations at 
Executive level. 


A progressive salary, plus commission and expenses, will 
be offered. 


Full business history in confidence to:— 
ACRO MARKETING LTD. 
9, Warwick Court, 
Holborn, W.C.! 


PROCESS ENGRAVING 


ORDER SITE-GETTER wanted for Greater | 
CLERK wanted by London Biock- London area. Salary and commis- 
makers. Must be experienced. Details sion. Experience preferable, but not 


and salary required to 


essential. Apply, with full details, to 
Box 2768 Ad. Weekly 180 Fleet St EC4 


Box 2767 Ad. Weekly 180 Fleet St EC4 


DUET 


D.D.W.S. 
. . top-flight partnership of VISUAL- 
iSER and LAYOUT MAN’ probably al. DOLAN, DAVIS, WHITCOMBE & STEWART 


ready working together, to lead new LTD. 
London team of large agency. * Duets * Require Assistant for Media Depart- 
(and individuals !) apply to:— ment, experience essential. Write or 


Box 2764 phone: 35 Park Street, W.!. 
Advertiser's Weekly 180 Fleet St EC4 GRO 7701. Extension 16. 
ADVERTISEMENT REPRESENTA- EXECUTIVE under 40 wanted by one | 
TIVE, aged 22-30, required for lead- of the leading Exhibition Stand | 


ing export trade journal, 


Fitters based on London 
mainly in London area 


working 
Applications 


in writing, marked ‘“‘Confidential,”’ advantage. Good prospects for enter- 
Stating experience and salary required, prising man Replies in confidence, 
to the Advertisement Manager, 32 giving age. experience and salary 


Southwark Bridge Road, London, required. to Box A.W., 268, LPE, 
S.E.1. 


55 St. Martin's Lane, W.C.2. 


Agency- 
experienced 
TYPOGRAPHER 


required immediately by 


CHARLES BARKER 
AND SONS LIMITED 
31 BUDGE ROW, LONDON, E.C.4. 


Write or telephone the Art Director 
City 1133 


Experience | 
of similar type of work a strong | 


| 


ADVERTISER'S WEEKLY. 


CLASSIFIED ADVERTISEMENTS | 


Two 
Exceptional Opportunities at 
SERVICE 
ADVERTISING 


].COPY/SCRIPTWRITER 
FOR T/V DEPARTMENT 


We seek an experienced Copywriter 
who has found that thinking and 
writing for T/V Commercials is a 
new, exciting, rewarding experience. 
He will join a young team concerned 
with giving movement and sound to 
clients’ campaigns without losing the 
selling message. Write, giving adver- 
tising and T/V experience, in full, to 
Mr. Peter Fensom. 


2. ASSISTANT 
ACCOUNT EXECUTIVE 


We need an assistant to Account 
Executive handling National 
accounts. 


Must have practical administrative 
and production experience and be 
used to controlling all facets of cam- 
paigns. Age 25-30. Write fully, 
giving education, experience, salary 
at present, to Secretary. 


SERVICE ADVERTISING CO., LTD. 
77 Brook Street, London, W.I. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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APPOINTMENTS VACANT 


CLASSIFIED ADVERTISEMENTS 


PUBLICITY MANAGER 


is to be appointed by an important firm in the field of 
building and engineering materials in the Manchester 
should have experience of technical 
advertising and publicity in an industrial concern and 
be conversant with the preparation and supervision of 
printed matter, exhibitions, editorials, etc. 
salary dependent upon age and capabilities, but not less 
than £800 p.a. with every prospect of progressive 


Box 2785 
Advertisers’ Weekly 180 Fleet St EC4 


Initial 


PRODUCTION || Sueeeemeene 
a 
Agency if 
MEN unless he she, or the 
please phone 
HUNTER 9851 A 
if you are looking for an 
immediate and progressive area. He 
post. Previous agency ex- 
perience and ability to see 
through production of press 
advertisements from layout 
stage essential. advancement. 
TAYLOR 
ADVERTISING 
LIMITED a agg ag gg Bg 
(1.P.A.) their publicity department. This is 
an interesting job § involvi general 
85 Gloucester Pl., London, W.1 ogee gt tp bt 
Mail, Trade and National jonal Pres. poly 
in writing: Ref. JA., 


Road, London, N.1. 


BOURNEMOUTH ADVERTISING 
AGENT specialising in Department 


THE MACHINE TOOL " ‘TRADES’ 
Store Advertising requires young man ASSOCIATION is considering appli- 
to train as personal assistant. Flair cants for t of Public _ » — 


for ideas and layouts ———. Write, 
giving full particulars, to S. Tilley- 
Advertising, Victoria a a Fir 
_Vale Road, Bournemouth. ye 


CAPABLE ARTIST 


Officer. xperience of public rela- 
tions’ practice essential. Knowledge 
of heavy .o- engineering industry 
a help. salary. Applications, 
REQUIRED by with references, should be addressed 

busy Advertising Agency. Slick letter- to the General Manager, The Machine 
ise. = life and visuals. _ particu- Tool Trades’ Association, Victoria 
salary House. Southampton Row, London, 

Box 2671 ad: Weekly 18 180° Fleet St EC4 W.C.1. 


GORDON & GOTCH 
seek experienced 


COPYWRITER 


The man we have in mind is 
trained to think in terms of 
themes for national campaigns 
. . . used to writing clearly and 
concisely without too much super- 
vision. He has at least five years’ 
Agency experience behind him 
and talent enough to carve him- 
self a lucrative future. The accent 
is on experience—and the man we 
have in mind will know that 
nothing less will do. 


Write to Personnel Director 


GORDON & GOTCH ADVERTISING LTD., 
75-19, FARRINGDON STREET, LONDON, E.C.4 


an experi 
capable of earning between £500 and 
£1,000 per annum and desire a change 
to a congenial position offering an 
interesting variety of work, write for 
appointment or call with specimens at 
Commercial Advertising Service Ltd., 
2 Back Piccadilly, Manchester, 4. 

__BLAckfriars 6854/5 

COMMERCIAL ARTIST—expe 
general artist required by rapidly 
expanding publicity agency. Becken- 
ham, Kent. Top pay for the right 
man. Telephone : John Peters Pub- 
licity Ltd., 1797, for appointment. 


GENERAL 
& LETTERING 
ARTISTS 
urgently required 


to work in modern West End Studio. 


Box 2747 
Advertiser's Weekly 180 Fleet $t EC4 


THE ADVERTISING DEPARTMENT 


of a world-wide ee Com- 
my are looking for good 
isualiser/Layout man with ‘dese of 
his own, a feeling for typography, and 
not above doing adaptations when 
necessary. This is an interesting and 
ayn job with plenty of variety 
Or a man of not over 28 and prefer- 
ably with some good Agency experi- 
ence. First-class working conditions, 
a@ generous pension scheme, and there 
is a Staff Restaurant. Write, — 
details of previous experience 


salary required, to 928, 
Willings, 362 Grays Inn Road, W.C.1 


PRODUCTION 
ASSISTANT 


Excellent opportunity for young 
man of education and ap- 
ewan ag sound, 
(West End). 

wali cations must include general 
all-round production experience. 
This appointment provides real 
prospects for a man possessing 
commonsense who is able to use 


Box 2686 
Advertiser's Weekly 180 Fleet St EC4 


January 13, 1956 


APPOINIMENTS VACANT 


@ There is a vacancy 
with very good prospects 


fora 


CREATIVE 
VISUALISER 


in one of London's largest studios. 
He would be required to work 
solely with one of the firm's 
directors and the is a good 
one with prospects of advancement 
within six months. 
He should have a good sense of 
design, a knowledge of type and be 
able to produce finished roughs from 
his own visuals. 
Please write, ‘phone or call 
for a preliminary talk. 

LEIGH FISHER 
HAWKE STUDIOS LTD., 


22, Chenies S w.c.l 
MUSeum 118! 


PUBLIC RELATIONS EXECUTIVE, 
early 30’s preferred, is offered pro- 
gressive post in well-known organisa- 
tion. Candidates should have proved 
creative talent in the promotion field ; 
writing ability essential, newspaper 

kground desirable. Salary accord- 

_to qualifications and experience. 


rite 
Box 2769 Ad. Weekly 180 Pieet St BC4 
aa YOUNG Agency-trained lady re- 


quired as Sccretary/ Assistant to 
Account Executive of Lontion Adver- 


tising A Must be tent 

shorthand typist. Staff Canteen ; five- 

day week. Please write, stating 
salary required, 


experience and to 
Box 2634 Ad. Weekly 180 Fleet St BC4 


SECRETARY 


To 


PRODUCTION MANAGER 


REQUIRED 


~ BY 
YOUNG & RUBICAM 


MUST BE FULLY EXPERIENC- 
ED IN PRODUCTION WORK 
AND ACCUSTOMED TO 
WORKING LARGELY 
WITHOUT SUPERVISION. 
LUNCHEON VOUCHERS. 


NO SATURDAYS. 


PHONE HYDE PARK 6757 


Phone your classifieds to WAT 3388 (Ex. 25) 
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Experience essential, interesting and 
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' accounts. Top salaries and conditions 
offered to the right applicants. 
Apply 
eC a 
initiative and accept responsibility. 
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January 13, 1956 


APPOINTMENTS VACANT 


AN OPPORTUNITY 


with a view to 


Vye & Son, Ltd., the Kentish 
Grocers, 
Young man with personality and 


education. Art training, lettering and 
a flair for publicity, retail food selling 
and display. He will need a versatile 
approach to the work, which includes 
the practical production, by silk screen, 
of posters, showcards and all types of 

‘ ial for fifty 


Box 2802 
Advertiser's Weekly 180 Fleet St EC4 


TECHNICAL PUBLICATIONS DE- 


PARTMENT requires a writer capable 


of pcoeine Service and Overhaul 
Handbooks for a wide range of air- 
craft electrical equipment. State age, 
qualifications, experience and sal; 
required. Write Box No. A.W. 269, 
LPE, 55 St. Martin’s Lane, W.C.2. 


BOOKKEEPER/ 
ACCOUNTANT 


Well-established West End ‘ony 
requires an experienced k- 
keeper or partly qualified accoun- 
tant to take charge of its accounts. 
Knowledge of advertising accounts 
and trial balance an advantage. 5 
day week, progressive ition for 
right man. Please full details 
to 


Box 2746 
Advertiser's Weekly 180 Fleet St EC4 


TYPIST, aged 16-18, required as Adver- 
“se Assistant by we group 


Moderate speed 
erected modern office building with 
Staff Restaurant. Five-day week. 
Commencing salary £5 10s. Write 

Box 2784 "Ad. Weekly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS 


S.H. BENSON LTD * 


BENSONS 


require a 
TYPOGRAPHER 


with at least 3 years’ agency experience 


write to THE ART DIRECTOR, 
KINGSWAY HALL ~ AINGSWAY W.C.2 


LETTERING AND LAYOUT 
ous 4 Publishers in Central 
ork will be for women's 


ADVERTISEMENT REPRESENTA- 


-—~ Five-day week. ension 
scheme. Own staff informed of this 
vacancy. = particulars experience, 
salary, ‘etc., 

Box 2708 Ke “Weekly 180 Fleet St EC4 
CREATIVE 
LAYOUT 
ARTISTS 


required immediately for 

expanding agency studio. 
Good standard required. Write 
experience, age and salary—no 
specimens until interview. 5 day 


Box 2731 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG MAN of 20-24, “experience of 


aa SPACE REPRESENTATIVE 


TIVE required for The lronmonger 
in Birmingham area. Must be about 
30, resident Birmingham. 
Prospects for capable man ¢: 


finished artwork, printing and press 
routine, for Publicity Department of 
Musical ye Manufacturers. 


Dy boas Unity full details, to 
Md Works, Dartford Road, 


tecnica _for fy monthly 

ical Progressive —_ 
commussion, 

snnuation fu Must have had cound 


Bee 278 Aa Weekly 180 Fleet St BC4 


ADVERTISER'S WEEKLY 
APPOINTMENTS VACANT 


FIRST ciass lettering artist 
capable of general artwork and 
some ability with airbrush re- 
quired. 

WE OFFER 


and congenial working conditions 

in expanding West End studio. 
Box 2799 

Advertiser's Weekly 180 Fleet St EC4 


FIRST-CLASS ADVERTISING REPRE- 
SENTATIVES required in London and 
provinces by large pt for of Irish ——— 


publications 
deve ° ull details to 
Box 2 | Ad. Weekly 180 Fleet St BC4 


A HAPPY NEW 


OPPORTUNITY 
FOR 1956! 


If you have a flair for writing 

and creating original ideas 

industrial and engineering A 

jects, you will find full scope for 
our talents with our enthusiastic, 
appy, creative team. Non- 

contributory pension scheme and 

luncheon vouchers. 

Please write or telephone : 
Creative Manager, 
Samson Clark & Co. Ltd. 
57-61, Mortimer St., London, W.1 

MUS 5050 


RAPIER ARTS 


Following our move to larger premises 
we now have vacancies for one or two 


RETOUCHERS 


with experience of mechanical and/or 
— subjects. Five-day week and 

ch Apply by 
eer GF culstens @ Sia. Finch, 
| Farringdon Rd., E.C.1. CHA 6055. 


DESIGNER DRAUGHTSMAN (Lon- 


don) required by London 
exhibition contractors. ionable 


Box 2682 Ad. Weekly 180 Fleet St BC4 


VACANCY OCCURS for appointment 
as Sole Space Representative on lead- 
ing technical journal. Applicants must 
produce proof of selling ability with 


LAYOUT & GENERAL 
ARTISTS 


required for expanding Studio 
Salary commensurate with experience 
APPLY— 

Box 2800 


Advertiser's Weekly 180 Fleet St €C4 


COMPETENT DRAUGHTSMAN re- 
quired to prepare working drawings 


earning record. Should produce from Exhibition Stand Designs. Good 
1,500 first i? Salary, commission, salary and conditions. Please apply 
expenses, annuation scheme. by letter to Chief Designer, Olympia 
Box 2754 Ad. Ad Weekly 180 Fleet St BC4 Ltd., Kensington, W.14. 

WANTED ADVERTISEMENT 


LETTERING 


Ideal prospects and working con- 
ditions await the right man. 


Please write for an appointment 
to :— 

STUDIO MANAGER, 
ALFRED BATES & SON, LTD., 
130 FLEET STREET, E.C.4. 


REPRESENTATIVE 
REQUIRED 


for leading Trade journal 
covering motor trade and 
industry. Able to drive, age 
24-30 approx. Good future 
for the right man. Write 
stating full details of experience 
etc. 


Box 2775 
Advertiser's Weekly 180 Fleet St EC4 


SILK SCREEN PRINTING 
REPRESENTATIVE 


Applications are invited for this important post. 


Only those who have 


advertisers, manufacturers and their agents, and 
are interested in earning a high income need apply. 
The advertiser, established three years, has earned 


a nation-wide reputation 


and production. The works being fully equipped 
with the latest printing and drying machinery for 
the rapid and economical production of showcards, 


cut-outs and posters, etc. 


The company has the finest designing facilities 
available, with exclusive production rights on 


certain types of displays. 


Write to Managing Director in first instance giving 
brief details of experience. All replies in strict 


confidence to 


Box 2787 
Advertiser's Weekly 180 Fieet St EC4 


sound contacts with 


for high quality design 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


SPACE BUYER 


required 
for expanding London Agency. 


National and Technical Accounts 
total over £300,000 per annum. 
Opportunity for young, exper- 
ienced assistant space buyer to 
improve position and salary. 
Write in confidence giving full 
particulars to: 


Box 2817 
/dvertiser's Weekly.180 Fleet St EC4 


Situations Vacant : 


unless 


72 


CLASSIFIED ADVERTISEMENTS 


“* The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a wo 

she, or the employment, is excepted from 
Notification 


aged 18-59 inclusive 
the provisions of the 


Vacancies Order 1952." 


CREATIVE ARTIST (IDEAS MAN), 
capable of suggesting designs for show- 
cards, catalogue covers, displays, 
packaging materials (including labels, 
cartons, box tops and wrappers). Wide 
knowledge of variety of processes an 
advantage. Walsall Lithographic Co. 
Lid., Midland Road. Walsall : 

JUNIOR ARTIST required for Packag- 
ing Studio in Hammersmith. 
student or beginner preferred, 
knowledge of typography, who is 
desirous of os practical ex- 
perience. Wri 
Box 2696 Ad Weekly 180 Fleet St EC4 

BIRMINGHAM. Experienced Produc- 
tion Assistant required by substantial 
agency, to work on __ interesting 
accounts. Good opportunity for pro- 


gress to person well versed in press 


Our staff know 
Write full 
and 


advertising procedure. 
of this advertisement. 
details age, experience 
required, to 


Box 2720 Ad. Weekly 180 Fleet St EC4 


with 
ability—versatile and meticulous—te- 
quired to join an expanding Agency 
pensionable 
Write or telephone the 
Roles & Parker Ltd., Ra o 


PRODUCTION. Young man 


offering a 
appointment 
Secretary, 
House, Turnmill 
(CLErkenwell 0545.) 


permanent, 


, 


Street, £E. 


ARTIST, Excellent opportunity for ver- 

satile young man _ with initiative and 
exists in Studio of Manufac- 
advertising 
Must have first-class experi- 
ence in design and layout of Show- 


energy 
turers of 
material. 


high quality 


cards, Wall Plates, etc. The position 

offers early prospect of complete 

charge of progressive Studio. Pension 

scheme, five-day week, canteen. 

Reply, giving details, to 

Box 2811 Ad. Weekly 180 Fleet St EC4 
TYPIST with experience in Media 


Department routine required by Lon- 
don Advertising Agency (West End). 
Write 
age, experience and salary 


Accuracy with figures essential. 
full details, 
required. 


Box 2809 Ad. Weekly 180 Fleet St EC4 


SMEE’S ARE LOOKING FOR: Copy- 
experience of 
He 
must be versatile, as the work is varied 
Two Layout Artists 
Able to pro- 
duce sound, creative ideas and work 
standard 
Ring 
WEL 0774 for an 
Advertising 


writer with agency 
national and technical accounts 


and interesting. | 
with agency experience. 


own layouts up to high 
finished roughs when required 
Creative Manager, 
appointment. Smee’s 


Ltd., 3-5 Duke Street, London, W.1 


HAWKE STUDIOS LTD. 
WANT 


ARTISTS 
GOOD ARTISTS 


VERY GOOD ARTISTS 


LETTERING * LAYOUT + STILL LIFE & FIGURE 
START 1956 IN A PROGRESSIVE STUDIO 


NORMAN BANNISTER 
HAWKE STUDIOS LTD. 
22 CHENIES ST. W.C.! 
Phone: MUSeum 7441-1181 


Write, phone or call 


WHERE ARE YOU? 
salary 


The conscien- 
widely experienced Assistant 
(about 27) with engineering back- 
ground required by busy Publicity 
Department of large company, N. 
London Duties involve preparation 
of leaflets, catalogues and adverts. 
Knowledge of exhibitions and general 
departmental routine. Age, experi- 
ence, salary required, to 

Box 2789 Ad. Weekly 180 Pieet St EC4 


tious, 


PHOTO-OFFSET COLOUR PRINTERS 


—— Showcards, Cut-outs and 
isplays require creative artist with 
ideas, specialising in point of sale 
advertising material. Write, stating 
age, experience and salary expected, to 
Box 2821 Ad. Weekly 180 Fleet St EC4 


CATALOGUE PRODUCTION MAN 


required for Publicity Department of 
large West London firm of Electrical 
Instrument and Instrumentation and 
Control Equipment Manufacturers 
Work will consist of visualising and 
producing brochures, catalogues, in- 
struction books, price lists, etc. Good 
knowledge of layout, production and 
printing processes required, together 
with ability to write good English. 
Previous experience essential. Write, 
giving details of be experi- 
ence and salary required 
Box 2810 Ad. Weekly 180 Fleet St EC4 
SHORTHAND-TYPIST required for 
London Office of Provincial News- 
paper Group Write, stating experi- 
ence, salary, etc., to 
Box 2808 Ad Weekly 180 Fleet St EC4 
COMMERCIAL ARTIST wanted to 
work with a good team. Opportunity 
to develop and gain wide experience 
of all types of work, Harwood Press, 
West Street, Harrow. 


SPACE REPRESENTATIVE for 


ADVERTISING. 


JUNIOR REPRESENTATIVE 


600 


There is a vacancy in the Publicity 
Department of the 600 Group of 
Companies for a 


MALE or FEMALE WRITER 


age preferably between 30/40. A 
comprehensive knowledge of English 
is essential—arts degree and editing 
experience an advantage. Salary 
according to experience. Five-day week 
and superannuation scheme. Replies, 
please, to The Manager, Group Publicity 
Department, 


GEORGE COHEN SONS & CO., LTD. 
CUNARD WORKS, 
CHASE ROAD, LONDON, N.W.10 


PRODUCTION ASSISTANT 


Young man (preferably one who 
has completed military service) 
with knowledge of agency routine 
wanted for administration work. 
Good prospects. Write, giving full 
details of previous experience and 
salary required to Staff Manager, 
Gilbert Advertising Services Ltd., 
Hastings House, 10 Norfolk Street, 
Strand, LONDON, W.C.2. 


Edu- 
cational and Professional Journals 
Mainly London area Knowledge of 
office routine an advantage. Apply in 
writing, giving full details of age, 
experience and salary required, to 
Box 2797 Ad. Weekly 180 Fleet St EC4 
Assistant (either sex, 
no age limit) for copy, make-ups, and 
general work on periodicals. Must be 
able to shoulder responsibility. Fleet 
Street area. Write fully 

Box 2795 Ad. Weekly 180 Pieet St BC4 


ADVERTISEMENT SPACE SALES- 


MAN—Freelance—required by firm of 
publishers who have, periodically, 
publications which carry advertise- 
ments and who are in contact with 
other firms in similar positions. 

Box 2794 Ad. Weekly 180 Fleet St EC4 
required 
with working knowledge of advertis- 
ing. Age about 23. Progressive posi- 
tion for the right type of young man. 


Apply in writing for appointment to 
Sales Manager, Studio Irwin Ltd., 118 
Chancery Lane, London, W.C.2. 
CHECKING/LEDGER CLERK _re- 
quired (male) for Accounts Depart- 
ment of Advertising Agency. ood 


opportunity for retired active person. 


Reply 
Box 2793 Ad. Weekly 180 Fleet St EC4 


YOUNG LADY required as Assistant to 
Sales Promotion Manager of nation- 
ally known Company (London, W.1). 
Shorthand typist. Experience of pub- 
licity and sales promotion routine. 
Initiative and attention to detail are 
the essentials. Phone MUS 9192 or 
write fully, stating age, experience and 
salary required, to 
Box 2807 Ad. Weekly 180 Fleet St EC4 


Armstrong-Warden 
NEED A SENIOR 
PRODUCTION MAN 


This is a job for a fully experienced 
Production Man—preferably with print 
knowledge too—who can take con- 
fident charge of a big national account. 
lf you think you can handle the re- 
sponsibility and you'd like to join a 
progressive agency write to:— 


The Secretary, 
Armstrong-Warden Ltd., 
69 New Oxford St., London, WCI 


JANUARY 13, 1956 


APPOINTMENTS VACANT 


PUBLIC 
RELATIONS 


Weare constantly on the look- 
out for first class staff but the 
following appointments must 
be filled immediately :— 


(1) SENIOR MALE EXECUTIVE 


Age 30/40: Must have good 
journalistic background and 
be able to turn out a first 
class feature as well as a 
two-line par. Men seeking 
to enter Public Relations 
because they want an easy 
life and clock-watchers are 
especially asked not to apply. 
This is an important posi- 
tion, adequately paid and 
with unlimited prospects 
for the right man. He must 
be prepared to work hard 
on behalf of clients and give 
newspapers and magazines 
(big small) a good 
service. 


and 


(2) JUNIOR WOMAN EXECUTIVE : 


Age 20/22. Some newspaper 


or magazine experience. 
‘ 

Interesting range of accounts 
to work on, Full training 


given. 


(3) SECRETARY : 


Age 20/30. Good speeds and 
accurate shorthand. Must 
have initiative which will 
be adequately rewarded. 
We operate a profit-sharing 
and bonus systers worked 
on merit basis. 


Written applications only to: 
The Managing Director, 
JOHN MURPHY LTD., 


17, Farringdon Street, 
London, E.C.4. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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January 13, 1956 


APPOINTMENTS VACANT 


ARTIST WANTED. Permanent, pro- 
gressive position in the smallish studio 
of a well-known Advertising Agency 
(IPA) First-rate drawing ability is 
the real essential, and a happy sense 
of lavout Work is worthwhile, the 
general atmosphere pleasant and 
there is a pension scheme Tele- 
phone the Secretary at HOLborn 2968 
for an appointment. 


INVOICE/LEDGER CLERK (malic) 

required with knowledge of block 
charging. Fleet Street Advertising 
Agency 


Box 2792 Ad. Weekly 180 Fleet St BC4 
ARTISTS in Lettering or Layout wanted 
by old-established Studio offering 
pleasant working conditions. Appli- 
cants must be capable of earning high 
salary. H. & A, Dix Ltd., 12 Great 
Newport Street, W.C.2. 
SECRETARY/ASSISTANT wanted for 
interesting editorial publicity work 
(,ood shorthand, typing, essential and 
some experience On newspaper, maga- 
zine or with PR firm useful. 
Box 2805 Ad. Weekly 180 Fleet St BC4 
COMMERCIAL TELEVISION = Script 
Writer required, male or female 
Experience in writing for Television, 
Commercials, Radio and/cr Films. 
Box 2804 Ad. Weekly 180 Fleet St BC4 
ABC TELEVISION LTD. are interested 
in appointing (a) Sales Publicity Man- 
ager with experience of general pub- 
licity and Sales Promotion, able to 
work on his own initiative with 
imagination and ability to see a job 
right through. (b) A Research Man- 
ager. preferably with experience of 
consumer and or readership research 
Write to George A. Cooper, Adver- 
tisement Controller Film House. 
Wardour Street, W.1. giving brief 
details of age. experience and an 
indication of salary required 


APPOINTMENTS WANTED 


HUMOROUS ILLUSTRATION comes 
easy to me What | want is a serious 
agent I'm young (29) and supremely 
confident Perhaps you are aged and 
sceptical Together we shall gather 
the plums of the harsh advertising 
world we know so well 
Box 2819 Ad. Weekly 180 Fleet St BC4 

FREELANCE VISUALISER - ILLUS- 
TRATOR (29%) Wide agency e¢xperi- 
ence of creative art-direction on 
national accounts. Offers first call on 
his services at agreed rates to studio 
or agency in return for office space. 
Works particularly fluently with 
honest, intelligent people of contem- 

wary outlook p 
Box 3820 Ad. Weekly 180 Fleet St BC4 

GENTLEMAN (27) requires position as 
Accounts Executive. ecently fe- 
twrned from the United States ; 
worked two years as copywriter ali- 
fornia ; one year salesman copywriter 
Life magazine New York. Apply 
Box 2779 Ad. Weekly 180 


Surely it is 
NONSENSE 


to suppose 


that I, a young man of 27, cannot 
ebtain a position with GOOD 
prospects. : 
I have had excellent experience in 
Office Management and know 
Outdoor Advertising in all its 
aspects, including Sign and Poster 
production. 
I am by no means limited to Out- 
door Advertising, but it will be a 
good job that takes me out of it. 
I am well educated and speak two 
foreign languages. ; 
I am, in fact, open to any interest- 
ing offer, providing there is a 
future in it and in the company 
that makes it. 
If you, too, think it 
Nonsense 
and have a proposition, 
Why not write to 
Box 2786 

Advertiser's Weekly 180 Fleet St €C4 


Fleet St PC4 


iii 


in its particular field. 


objective. 


The organisation for selling would be solo and complete in the 
North. Simple, honest and straightforward dealing must be the 
theme, and a long and firm association for the years to come, the 


In exchange you would have a steady and reliable 
representation producing a sensible turnover. 


Highest references can be shown. 


The Advertiser is aged 40, married, and has a very wide experience 
in selling, advertising and in management. 


BOX 2801 
Advertiser's Weekly 180 Fleet St EC4 


TYPOGRAPHIC DESIGNER, fully “HAND-PICKED” SECRETARIES 
qualitied, with Agency experience, available.—The Wigmore Agency, 67 
socks position as Designer or Chief Wigmore St., W.1. HUNter 9951/2/3. 
ypographer ., EXECUTIVE (39), highly trained tech- 
| Box 277; Ad. Weekly 180 Fleet St BC4 mcian all aspects 4, i. 
YOUNG MAN (22), very successful engraving, typography, production, 
space salesman and Ad Manager of buymg, administrauon and high-level 
fortnightly journal, seeks change. contact, secks change 
Small but live publication preferred. Box 2806 Ad. Weekly 180 Fleet St BC4 


Box 2824 Ad. Weekly 140 Pleet St EC4 
WORKS AND PRODUCTION MAN- 
AGER, What offers for a man with 
over 20 vears’ experience in Exhibi- 
tions and Display Used to super- 
vising from construction to completion 
any type of job off the drawing-board. 


Engaging, controlling, organising all 
trades at home and abroad. Please 
write 


Box 2781 Ad. Weekly 180 Fleet St BC4 
LAYOUT MAN /VISUALISER with 

diploma, some Studio experience, good 

ideas, desires position in London 

Agency 

Box 2782 Ad. Weekly 180 Fleet St EC4 


ACCOUNT 
EXECUTIVE 


Fully experienced agency trained 
Account Executive, aged 28, with 
sound practical knowledge of ad- 
vertising seeks appointment with 
progressive, alive agency which 
offers full scope for initiative and 
responsibility. 


Box 2763 
Advertiser's Weekly 180 Fleet St EC4 


CATALOGUE PRODUCTION’ EX- 
PERT with wide mail order back- 
ground offers skilled services. FPirst- 
class copy and layouts Experienced 
buver of print, blocks, artwork and 
photography Good organiser and 
advertising manager of standing. 
Box 2724 Ad. Weekly 180 Pleet se EC4 

P.R. MAN, journalist and copywriter, 
top experience with national com- 
panies. seeks change. Highest refs. 
Box 2758 Ad. Weekly 180 Pleet St BC4 

LADY desires post Book-keeping to 
TB. PAYE, typing. costiag., produc- 
tion artwork blocks, ete. Long 
agency experience 
Box 2798 Ad. Weekly 180 Pleet St BC4 


LONDON 
ADVERTISING 
AGENCIES 


and large national advertisers all know 
me. Top flight young lady repre- 
sentative seeks new position selling 
display, exhibition stands, space, print, 
etc. Salary, £850. 


Box 2790 
Advertiser's Weekly 180 Fleet St EC4 


CHANGE HERE. 
ing Manager, 29, 
size Manutacturer, would like to move. 


Assistant 


Twelve years’ print, agency, journalistic 


experience. Fluent knowledge German, 
fur French. Free February 1. 


Box 2722 Ad. Weekly 180 Fleet St BC4 


EDUCATED and experienced young 
man (28) seeks position of responsi- 
bility Design, typography, client 
liaison, contact with printers, etc. 


Southern Counties preferred. 


Box 2796 Ad. Weekly 180 Pleet St EC4 
YOUNG FIGURE AND ILLUSTRA- 


TION ARTIST  sccks 


opportunity. 
HURstway 5020 , 


CAMBRIDGE GRADUATE (25) secks 
escape from monotony in Advertising 


concern. Scientific background. Swed- 
ish, French and German, some know- 
ledge of Typography and layout 


Box 2812 Ad. Weekly 180 Fleet St EC4 


ACCOUNTANT / SECRETARY (47). 


wide commercial experience (including 


sales promotion, publicity, 


organrsa- 
tion) seeks post with scx 


ype 
Box 2814 Ad. Weekly 180 Fleet St BC4 


THE BUTCHER has started to bake : 
the Baker's busy making candle- 
and the joint is being “‘cut"’ 

the Candiestick-maker: that is 
why progressive Advertising Manager 
of leading mail-order organisation 
secks change where interference 
would be limited to rightful quarter 
Specialist in catalogue production and 
kindred publicity. Loves responsibility, 
hates appeasement North preferred. 
Box 2813 Ad. Weekly 180 Pleet St BC4 


FREE LANCE SERVICES 


CONTACTS WANTED. Display manu- 
facturer would like to meet one or 
two Representatives on a commission 
basis. Phone CAN 1138 (evening). 

FREELANCE LAYOUT MAN prepared 
to do creative layouts or layouts from 
visuals. Please contact Art Director. 
PAD 0073 

DESIGNERS, FREELANCE required 
by leading London Exhibition Con- 
tractors 
Box 2683 Ad. Weekly 180 Fleet St BC4 

EFFICIENT SECRETARY, own West 
End office. requires freelance work 
Box 2816 Ad. Weekly 180 Ficet St EC4 

FREELANCE ARTIST 20 years’ 
experience in exhibition. display and 
general work. Phone CUN 0918. 


RETOUCHING, 
LINE WORK, etc. 


First class work and service 
to the ‘smaller agency’. 

Box 2685 
Advertiser's Weekly 180 Fleet St €C4 


sticks ; 
by 


Advertis- 
now with medium- 


CLASSIFIED ADVERTISEMENTS | EECSUIEarmerm 
SPACE 


A well-known space salesman in the North is interested in joining 
an organisation or journal of high level appeal, that is respected 


| 


Phone your classifieds to WAT 3388 (Ex. 25) 


ADVERTISER'S WEEKLY 


EELANCE ARTISTS for costume 
scenes, cottage and landscape designs 
required by Tower Press. 44a West- 
bourne Grove. W2 


FREELANCE COPY-WRITER required 


Must have good theoretical und prac 
tical knowiedge of clectric switche 
switchplugs and electrical accessories 
Regular work for right man Please 
write details of knowledge and experi 


ence in this direction to Managine 

Director 

Box 2815 Ad. Weekly 180 Pieet St BC4 
VERSE. Lyric-writer Michael Bryan is 

now writing verse for advertising 

9 Grove Lodge. Crescent Grove 

S.W.4 


BUSINESS OPPORTUNITIES 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality Slack-and-White and 
Colour photo litho. 
GOTHIC PRESS LIMITED 
Guston 5845. 42 Osnaburgh Street 
(Opposite Gt. Portland St. Station) 


CONTACT required with any 


PUBLISHERS AND PRINTERS 


‘SE OUR LONDON OFFICES. 


TO A PERIODICAL PUBLISHER: 


Are you having difficulties—of cost 
or production " We may be interested 
to assist you Write, in confidence. 
Box 2705 Ad. Weeklv 180 Fleet St BC4 


DO YOU NEED CAPITAL to start your 


own Art Agency? Send particulars to 
Box 268% Ad. Weekly 180 Pleet Si BC4 


ad. man 
visiting USA in near future 


Box 2778 Ad. Weekly 180 Flee: St BC4 


of 
Group of Periodicals can handle edi- 
torial, production and printing of 
another journal on most economic 
terms 

Box 2783 Ad. Weekly 180 Fleet St BC4 


Mes- 
handled, interview- 
ing facilities. inquiries dealt with, 
Secretary availabe etc Contact 
ELEN Services. “61 Oxford Street. 
London, W.1 ‘Phone : MAYfair 
$237 5133 


sages taken, pow 


ACCOMMODATION 


AVAILABLE ABOUT 
EASTER 


1,000 sq. ft. 
complete Ist floor 
in FLEET STREET 


at 
reasonable rent 
Good decorative condition 
Suit Advertising Agency 
or small publishers. 


Box 2765 
Advertiser's Weekly 180 Fleet St EC4 


COMMERCIAL ARTIST requires 
accommodation. W.1 or W.C.2 area 
preferred 


_ Box 2780 Ad. Weekly 180 Fleet St BC4 
STUDIO SPACE, off Trafalgar Square. 


independent, at low rental, vacant for 
ry display designer. ‘Phone COV 


MISCELLANEOUS 


PLASTOIC BINDING. Prompt service 


now offered. Trade enquiries wel- 
comed. W. Griffith & Sons Lid., 
154 Clerkenwell Road, E.C.1. TER- 
minus 7363. 


20,000 WOMEN WAITING, or so it 


seems to those who entrust all of 
their mailing, collating, packaging 
and handwork of any descri 


jon to 
Messrs, F. C. Newman & Co., 439 
Battersea Park Road, S.W. Batter- 


sea 7274. 


WHAT IS THE CINDERELLA factor 


in Picture Post and Illustrated ? 
your Printing News to find out 


See 


| 


ee oe 
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Advertiser's : 
©. Scores Weekly Lee: 


S5/- (overseas) 


STOP PRESS 


GLASGOW EVENINGS’ 
RATES GOING UP 


Rate tor Gane Sia seeing 
to be raised from March 1. 


an | 
* 7 "he a ‘ 

outstanding experiment ~ =, Tenley, ae Advan 

On the initiative of the News Chronicle, 


Russian farm workers visited Britain \ | 
this summer. A return visit was arranged Clarke, will be held 


' at St. Dun- 
for September. Here was an opportunity \ | stan’sin-the-West, Fleet St. next 
for News Chronicle readers to see Russia | Wednesday. He was ch: and 
for themselves. A competition was \ jm , — ears of “Leamingtes 
organised with four prizes: places in \ - 

xX the British delegation to Russia. Johan Nuttall, senior 


An outstandingly successful experiment. 


The four prize-winners saw the sights \ Allied Press, in February. 
of Moscow; visited farms and home- \ 
steads; travelled as far afield as the Sir William ~~» 


Crimea. They learned a lot and they 
enjoyed themselves. 


iy 
: 
: 


The News Chronicle has no sympathy 
whatever with Communism. Nor does it 
suppose that a few exchange visits will 
produce peace in our time. But they 
cannot fail to contribute to a better Ott ; Satura 
international understanding. ; ay + : 


= 
i 
H 
; 


This approach to a contemporary pro- 
blem is typical of the News Chronicle. i 
It caters for the needs of those Pp. nS Gm oS a 


(instead of 246 p.m.), AA time 
thousands of young men and / _ 7.30-10 p.m. (inctead of 8-9.30 p.m. 

women who think things out / S Spe TOS pen, DUNNE ST 

p.m. 

for themselves. Such men and In saditi sverti an tok 
women are prosperous, and they / participate in advertising magazines 
spend their money intelligently. It / for one minute or less—£350 A time 
follows that the News Chronicle is a / or £200 B time. Previous minimum 
first-rate advertising medium. / rate was for two minutes (£600 A 


Printed by St. Clements Press Limited, Portugal Street Street, Kingsway, London, W.C.2, for the proprietors, Business Publications Limited, 
oftccs, 180 Fleet Street, London, E.C.4, England (Waterloo 3388). 
Advertisement, Editorial and Sales office: Mercury House. 109-119 Waterloo Road, London, S.E.1 (Waterloo 3388). 
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